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Abstract 
It is now widely acknowledged that consumers in developed markets tend not to see 
functionality and usability as major differentiators in the products that they buy. 
Recent years have seen the growth of the 'hedonic consumer'; the products that they 
buy are often chosen for the pleasures that they elicit. To satisfy these consumer 
demands, designers need to understand more about the less tangible emotional 
aspects of consumers. The principle aim of this programme of research was to 
develop a design resource that could support designers in understanding more about 
the pleasure needs and attitudes of individual consumers and demographic groups. 
The discipline of ergonomics already supports design, and other disciplines, with 
understanding the physical and cognitive characteristics of consumers and a growing 
number of ergonomists have begun to apply its scientifiC methods and human centred 
perspective to the emotional needs of the consumer. To develop a resource that 
would ultimately appeal to designers, a study was conducted to investigate their 
attitudes towards pleasure and design and their needs for tools developed to support 
them. This led to a comprehensive specification that governed the functional and 
aesthetic qualities of the resource and its data content. 
Using Jordan's Four Pleasure Framework (1997); Physio-pleasure, Socio-pleasure, 
Psycho-pleasure, and Ideo-pleasure, qualitative and quantitative data were collected 
that showed the manner in which consumers can derive pleasure from the products 
that they own. The qualitative data consisted of extensive Video-interviews with 100 
consumers concerning three products that they own that give them pleasure. Other 
sets of data were also collected to give the designer more insight into an individual 
consumer's lifestyle. The quantitative data were the product of a UK wide survey of 
682 consumers' attitudes towards product pleasure. A number of significant gender 
and age effects, concerning the pleasures that we seek from the products we own, 
were found. For example, females found greater pleasure from the social and 
ideological aspects of products and males tended to draw pleasure from the status and 
performance demonstrated. Older generations drew pleasure from sound functionality 
and usability, while younger generations were more willing to use challenging products 
and placed more emphasis on the social aspects of prodUcts. To house this data an 
interactive design resource, named RealPeople, was developed. The driving principle 
behind its development was the representation of information about real consumers 
that is not diluted; maintaining the empathic link between the data and the consumer 
from which it originated. Designers can search and review the database, absorbing 
information about different individual consumers and the population trends. They can 
search the data base by product type or consumer characteristics, view video clips of 
consumers talking about their favourite products and access lifestyle information. Tile 
functionality of the resource allows designers to save and share different search 
results, annotate search results with comments, and produce rudimentary 
presentations of their findings. This information can be used early in the design 
process to increase awareness of the pleasure needs of different consumer groups, 
invigorate concept generation, and to initiate research. It can also be used later in the 
design process, to verify design deCisions, evaluate prototypes against other 
'pleasurable' products, and as a presentation tool. 
Evaluation of the RealPeople resource was extremely Positive. Designers found it 
highly functional and usable. They were impressed with the relevance and quality of 
the data that It held. Crucially, they found the novel manner In which the data was 
presented and the level to which they could interact with it to be appealing. The 
assessment with designers also unveiled a number of different avenues that future 
iterations of the resource could potentially take, as well as several longer term 
research questions that warrant investigation. 
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Chapter one 
The context for the research 
In this chapter the context for this programme of research is outlined. An overview 
of the evolving consumer climate that has led to the growth of the ' hedonic 
consumer' is presented. An argument is then made for the widening of the 
discipline of ergonomics to begin to develop tools and methods that can support 
designers in understanding the pleasure and emotional needs of the consumer. 
Following this, there is a brief overview of the background to this research 
programme and an outline of the primary research aim and objectives. The chapter 
concludes with a summary of the thesis structure. 
1 
1.1 The growing importance of pleasure 
In recent years there has been a transformation in the global market place of 
developed countries that can be termed as a shift towards an 'experience economy' 
(Pine and Gilmore, 1999). Company success has become increasingly dependent 
upon meeting the improved quality expectations of the consumer. Young, et al. 
(2000) propose that in the domain of product design and manufacture, this shift in 
consumer needs has seen the contextual issues of products (their SOCial/ideological 
context) become increasingly more important than the physical ones e.g. styling. 
They also argue that the physical Issues have evolved to Include more emotional 
relevance; more and more manufacturers are beginning to ask designers to 
manipulate the emotional impact of their designs in an attempt to differentiate their 
products from their competitors and make them more appealing to the consumer 
(Desmet, 2003a). As Westcott, et al. (1999) state: 
'In exchange for their loyalty, customers are demanding more than good 
service and product satisfaction; they are seeking experiences that are 
educational, entertaining and motivational.' 
To support these developing consumer needs, the discipline of design has to 
integrate the consideration of emotional satisfaction into the design process. 
Young, Van der Veen, at al. (2000) highlight three key drivers that are accelerating 
the necessity for this: 
1. Societal change; consumers are more knowledgeable and demanding and 
this places a greater pressure upon retailers and manufacturers. The 
designer Is well placed to balance the consumer demand and the 
manufacturing budget. 
2. Technology driven by human pull; consumer preference, human factors and 
satisfaction will reshape the product creation process and override the 
current efficiency driven system. 
3. Emotional bonds; it is the contextual meaning of a product that creates a 
higher level of interaction and strategies have to change to meet this future 
demand. 
There is strong evidence to suggest that consumers now seek products that engage 
on an emotional level; products that induce delight and pleasure, rather than 
products that are simply usable or merely fulfil a role (Jordan, 2000a; Hummels, 
2 
1999; Jordan and Servaes, 1995). As Hartmut Esslinger, the founder of Frog 
Design concludes (in Demirbilek and Sener, 2001): 
'" . no matter how elegant and functional a design, it will not win a place in 
our lives unless it can appeal at a deeper level, to our emotions.' 
Jordan has adapted Maslow's hierarchy of human needs (1970) to form a 'hierarchy 
of consumer needs' (1997) that visually demonstrates this paradigm shift. As with 
Maslow's model, the hierarchy follows the premise that when one level of needs is 
met, then the consumer seeks the next, higher, level. Furthermore, the top level of 
the hierarchy can only be attained for a short time as other needs surface that 
require satisfying . 
USABILITY 
t 
FUNCTIONALITY 
Figure 1.1: Jordan's hierarchy of Consumer needs (1997) . 
In his model (Figure 1.1) Jordan proposes that the primary user need is 
functionality; the product must fulfil the task for which it is intended . Once this has 
been attained, the user then seeks a product with an appropriate level of usability. 
Once the product has achieved the desired level of usability, the user will then 
demand more from the product. This leads them to the top level; pleasure. 
But what is pleasure in the context of design? The Oxford English Dictionary 
defines pleasure as: 
' the condition of consciousness or sensation induced by the enjoyment or 
anticipation of what is felt or viewed as good or desirable; enjoyment, 
delight, gratification. The oppOSite of pain .' 
However, in the more specific area of product pleasure, Jordan (1999) offers this 
definition; ' the emotional, hedonic and practical benefits associated with products.' 
In this context, Jordan (2000) defines the practical benefits as those that 'accrue 
3 
from the outcomes of tasks for which the product is used'; the pleasure gained 
from a product performing the task effectively and efficiently. The emotional 
benefits relate to the effect the product has on the person's mood; a product may 
be interesting or exciting to use or may improve someone's confidence in some 
way. Lastly, Jordan (2000) defines the hedonic benefits as those 'pertaining to the 
sensory and aesthetic pleasures associated with products'; for example a product 
being a thing of beauty or the tactile qualities of a particular product surface. 
Jordan (2000) however highlights two caveats to the concept of product pleasure. 
Firstly, that pleasure based approaches can be seen to 'consider all of the potential 
benefits that a product can deliver' and as such, his definition can be seen as a 
'catch all' view on product pleasure. And secondly, that product pleasure develops 
from the relationship between the product and a person, it is not a property of the 
product but a result of a person's Interaction with It; consequently, what one 
person may find pleasurable another may not. 
In the context of this programme of research, pleasure can be seen to encompass 
'all the potential benefits that a product can deliver' (Jordan, 2000) be they 
practical, emotional or hedonistIc. Furthermore, across the entIre spectrum of 
emotional responses people may have towards products, this investigation views 
pleasure as those reactions that are positive, such as delight, joy and excitement. 
Jordan's adaptation of Maslow's hierarchy (Figure 1.1) provides a useful starting 
point from which to view this growing trend in consumer behaviour. However, a 
hierarchical approach may be too simplistic. The hierarchical structure of the model 
implies (at least to the layman) that one can only proceed further up the hierarchy 
once the present level has been fully satiSfied; a notion that is true for Maslow's 
original model. However, it has been shown that consumers can choose products 
based on pleasure, whilst compromising functionality and usability (Porter, et al. 
2002) . Nevertheless, the model demonstrates that consumers are now demanding 
more from the products that they buy than just appropriate functionality and 
usabilIty. 
Work in the field of consumer research offers support to the argument that 
consumers have become more driven by pleasure. Although the literature in this 
field is predominantly grounded in areas such as marketing, branding and 
consumer satisfaction in the service industries, ideologies and principles from this 
area of research have much to offer deSign. As early as 1982, Hirschman and 
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Holbrook asserted that people no longer make purchases by logical product 
comparison; choice is increasingly driven by 'hedonic consumption'. Further 
findings have shown that customers who are merely satisfied have little 'brand 
loyalty' (Schneider and Bowen, 1999). However, differentiating a product from its 
competition, making it more desirable to the consumer, can encourage new 
customers and strengthen brand loyalty (Burns and Evans, 2001). 
Burns and Evans (2001) cite several examples of products that appear to owe their 
success to this change in consumer behaviour, such as the Apple iMac computer 
(Figure 1.2). This is a desirable and very successful product and yet compromises 
in terms of both compatibility and upgradeability. 
Figure 1.2: The original Apple iMac. 
They suggest that a shift towards 'affective choice' is the reason for this; people 
now buy for pleasure, they make deciSions based on the subjective feelings that are 
evoked by products. Awareness of this phenomenon was perhaps first noticed 
within marketing; as Hirschman and Holbrook (1982) elaborate: 
'Consumption has begun to be seen as involving a steady flow of fantaSies, 
feelings and fun encompassed by what we call the 'experiential view'. This 
experiential perspective is phenomenological in spirit and regards 
consumption as a primarily subjective state of consciousness with a variety 
of symbolic meanings, hedonic responses and aesthetic criteria.' 
Traditional consumer research views consumer behaviour as an act of information 
processing, using the left side of the brain. Hirschman and Holbrook (1982) argue 
that focusing in this way on the consumer as an information processor, neglects the 
equally important experiential aspects of consumption; those controlled by the right 
hand side of the brain. 
5 
Schneider and Bowen (1999) propose that current consumer research needs to 
broaden its focus from satisfaction and dissatisfaction, towards the more extreme 
human emotions of delight and outrage; only then will a better understanding of 
the 'dynamics of customer emotions and their effect on customer behaviour and 
loyalty' be possible. They further propose that research focuses on human needs 
rather than expectations, a view that echoes a similar shift in the focus of much 
design research (Hummels, 1999; Sanders, 1999; Marzano, 1998). 
1.2 User Centred Design and the growth of ergonomics 
It is evident that the consumer has changed, but there is also a need to assess to 
what extent design and its associated disciplines are changing to meet the shift 
towards the 'hedonic consumer'. Despite the changing consumer climate, there is 
eVidence to suggest that much of design and industry are still driven by 
technological advances, rather than human needs: 
'Technology brought us many new possibilities and advantages, also in the 
field of consumer products. However, this development changed products 
both in appearance and interaction and as a result our relation with products 
is a less engaging one' 
(Borgmann, 1987) 
Borgmann's statement highlights the conflict that a rapid technological growth has 
created; while technology has pushed the boundaries of design and the products 
around us, there is a tendency for these products to become increasingly less 
engaging to use. Products that previously required interaction often become 'black 
boxes' as a consequence of this technology (Demirbilek and Sener, 2001). 
Lambourne, et al. (1997) share this view and propose a shift in the outlook of the 
design industry to compensate: 
'Traditionally, new products have been introduced mainly through 
technological innovation. Today, however, to make products and services 
which come closer to meeting peoples' needs and desires, we need to 
redress the balance, looking more carefully at the increasingly complex 
relationship between people and technology.' 
The need to 'redress the balance' has seen an Increasing number of designers 
employing User Centred Design (UCD) strategies to begin to understand this 
relationship in more depth. UCD strategies support designers in answering 
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questions about users, their tasks and goals and facilitate the use of these findings 
to drive development and design (Katz-Haas, 1998). The design industry has also 
begun to see the potential benefits of a UCD approach as opposed to a technology 
centred one (Feeney and Bobjer, 2000; ISO 13407, 1999), as well as the 
advantages that an interdisciplinary approach to designing can provide (Davis, 
2002). 
Good human factors has now become a 'central tenet' of good design (Jordan, 
1999) and the increasing demand for good design has in turn led to the increasing 
Involvement of ergonomists (and their practices) within design. Product usability Is 
seen as a crucial aspect of 'good design' and it is here that ergonomics input has 
proven critical. As a discipline ergonomics has become adept at ensuring usable 
design (Jordan, 1999) and issues of product and system usability have formed a 
great proportion of research in the area (Jordan, 1998; McClelland, 1995; Nielsen, 
1993). 
However, the International Standards Organisation definition of usability highlights 
the fact that the concept of user 'satisfaction' (i.e. pleasure) is not a new one to 
ergonomics: 
the effectiveness, efficiency and satisfaction with which specified users 
achieve specified goals in particular environments.' 
(ISO DIS 9241- 11, 1998) 
Much of the work done by ergonomists has tended to focus on the ' effectiveness' 
and 'efficiency' aspects of ISO DIS 9241-11 (1998). Traditional UCD tools and 
methods such as task analysis, user trials and error rate measurement, have been 
successfully employed in the design process to make products more effective and 
efficient (i.e. usable), but there has been little focus on the final aspect of ISO DIS 
9241-11; ' satisfaction' . Overbeeke, et al. (2002) speculate that a reason for this 
may be the increasingly intangible electronics behind many products. They propose 
that products have become increaSingly more 'intelligent' and as intelligence has no 
form, design research has naturally focused on the intelligent part of humans; thus 
explaining the current emphasis on the cognitive and usability aspects of the 
human-product relationship. 
Traditionally, usability approaches have tended to view 'satisfaction' as the 
avoidance of physical or cognitive discomfort rather than the promotion of positive 
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sensations (Jordan, 1999). However, the growing importance of consumer 
'pleasure' is encouraging ergonomists to change their outlook : 
'The role of human factors in design appears to have broadened from data 
analysis and interpretation into application of discovery and user experience 
design .' 
(Fulton Suri and Marsh, 2000) 
Usability IS unquestionably a key factor In the relationship people have with a 
product, but it is clear that it is now expected by consumers; hence it is no longer a 
satisfier, but a 'dissatisfier' (Jordan, 2000b; Nagamachi, 1997). Put more simply, 
consumers expect products to be usable; it is only when a product has poor 
usability that people start to notice. Jordan (1999) also argues that a purely 
usability-based approach encourages a limited view of people that is by implication 
if not by intention, dehumanising . These thoughts are echoed by Feeney and 
Bobjer (2000), who reason that the traditional pre-occupation of ergonomics with 
'static' measurements and mannequins can lead to a robotic, non-human view of 
the relationship people have with products. 
The shift in consumer expectation is catalysing a shift in the focus of design, away 
from a technology driven process, towards one with a greater emphasis upon 
peoples' needs, expectations and aspirations: 
'What consumers want is not products, but benefits. We therefore need to 
shift our focus from products to consumer benefits. We need to think not of 
a product creation process, but of a customer benefits creation process .. .' 
(Marzano, 1998) 
Marzano's statement encapsulates this shift; one that moves the very core of 
design Ideology away from the physical product, towards the more ambiguous and 
intangible areas of consumer needs, expectations and desires. Marzano advocates 
a more holistic, user-centred design ethos, which he terms, 'high design'. He 
proposes an approach that forms an intimate understanding of people on all levels, 
physical, cognitive and emotional. This requires a change in focus towards the 
'soft' values of design, the values that make the 'consumer experience richer and 
more meaningful'. Sanders (1999) proposes a similar approach, termed 
'Postdesign', which she describes as being beyond a UCD approach, one that can be 
termed, ' people centred '. As Sanders (1999) states: 
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'User centred design is about designing objects for users . Postdesign is a 
continuous process of discovering possibilities and opportunities with people, 
that address their needs and aspirations for experience.' 
Such design ideologies have also become the focus of much design research. As 
Hekkert, et al. (2000) state: 
'The focus of attention is shifting away from a technology driven, product-
centred view to a view that is better described as user-centred and 
interaction centred ... Product design and as a result design research must 
have an eye for the full experience of the user. This experience not only 
covers the often studied perceptual motor and cognitive skills of the user, 
but also emotional reactions.' 
Hummels (1999) elaborates on such 'interaction centred' approaches. She 
promotes respect, engagement and experience as the starting points for design, 
rather than the current market driven and goal orientated design process. In 
essence, Hummels proposes changing the focus of design away from the results of 
a human-product interaction, towards the involvement during a human-product 
interaction; an integration of the aesthetics of appearance with the aesthetics of 
interaction. In today's market place, there are generally few bad products being 
produced by the major manufacturers, it is now the 'joy in use' factor that allows a 
product to differentiate itself from the competition, the challenge however lies in 
generating such a response to order (Green, 2002) . 
It is clear that design strategies must change to embrace all facets of consumers In 
the design process, with the aim of satisfying their emotional needs, in addition to 
their physical and cognitive ones. To achieve this, the focus of and the approaches 
used, in design must change; shifting away from a product orientated process, to a 
more holistic people focused one. 
This evolution in the design process is not straight forward; in principle it seems to 
require a change to the very essence of design. Product design is concerned with 
giving three-dimensional form to 'Intangible' systems and technology; It Is often 
wholly product focused. It is in this area that the discipline of ergonomics and its 
inherently human-focused approach may be valuable. The data, tools and methods 
of ergonomics are already used to support design, inferring a greater understanding 
of the cognitive and physical attributes of people to designers and it is logical that 
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as a discipline it is well placed to study and transfer knowledge concerning the 
emotional component of people as wen. 
However, the merging of the disciplines of ergonomics and design is not straight 
forward and raises several issues. At the forefront are the inherent differences 
between the two. As Green (2002) summarises: 
'What is now happening is the merging of the processes and methods of 
ergonomics, with its base firmly in the biological sciences, aesthetic design 
with its base in functional art and engineering, which has relied on the 
physical sciences for much of Its fundamental data . Such a confluence will 
never be easy. The very idea of reproducibility is somehow at odds with the 
freedom associated with the creative process.' 
Designers have traditionally provided the pleasure/emotional input through intuitive 
techniques, with no formal methodology. However, Davis (2002) proposes that a 
growing number of ergonomists are applying their more rigorous SCientific methods 
in this field in an attempt to better understand the emotional aspects of the human-
product interaction. As Green (2002) states: 
' ... it would be extremely valuable to be able to provide data for the design 
profession that assists it to be effective at the highest possible aesthetic and 
interactive level, in the absence of that curious attribute we call 'talent'. 
He continues to reason that there is a need to understand that when a design 
'works', why it 'works' and how designers can ensure that the next, different 
product, will Inherit the magic factors? Furthermore, If ergonomists are to broaden 
their role to support designers in this emergent field, there is a need to understand 
and address the communication and discipline related issues that Green (2002) 
alludes to, as this will ensure that the support is used and valued. 
1.3 Research background 
It is important at this stage to highlight the relevance of a previous pilot 
investigation in initiating and developing this programme of research. A previous 
investigation by Porter, et al. (2002) successfully developed a rudimentary tool to 
support designers in understanding the different pleasures that consumers elicited 
from products. This tool consisted of a paper database of 'pleasurable' products 
which was developed through interviews with 24 participants where they discussed 
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their most 'pleasurable products'. Practicing designers gave encouraging and 
positive feedback during an informal assessment of the database showing it clearly 
warranted further development. Additionally, a number of Indicative trends were 
found concerning the effect of gender and age on the pleasures that consumers 
sought from products. The limited sample size of this study meant that the raw 
data did not suit statistical evaluation, however the indicative trends justified a 
more extensive investigation. 
The opportunity to develop the previous investigation led to a Ph.D. studentship at 
Loughborough University. After a year of the studentship, additional funding was 
awarded by the Arts and Humanities Research Council (AHRC, formerly the Arts and 
Humanities Research Board). This additional financial support enabled an 
expansion of the research programme to encompass a much larger study than was 
initially expected and provided a means for the development of a more 
comprehensive prototype design resource . 
1.4 Aims and objectives 
On the basis of the previous study and against the backdrop of an evolving 
consumer landscape and a broadening role for ergonomists in the design process, 
the following aim and objectives were established for this programme of research. 
1.4.1 Aim 
To investigate consumer product pleasure and its application within the design 
process and to apply these findings to develop a framework for the creation of 
tools/resources that designers can use to gain a better understanding of product 
pleasure. 
1.4.2 Objectives 
- To understand current thinking In product pleasure and the way In which humans 
interact with products. 
- To review eXisting methods and tools available to designers that can be used to 
consider the emotional and pleasure needs of consumers. 
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To gain an understanding of the attitudes and practices of contemporary 
designers with regards to pleasure in design. 
- To gain an understanding of designers' needs from resources and tools to support 
designing. 
- To understand the characteristics of products that give pleasure to people through 
the collection of data from real consumers. 
- To apply these findings to the development of a resource that can be used to 
inform and inspire designers about product pleasure. 
1.5 Thesis structure 
The first stage of this programme of research was a review of literature. The 
review focuses principally upon the fields of industrial design and ergonomics; 
additionally, aSSOCiated disciplines such as marketing, consumer research and 
engineering were also examined . The review is divided into two sections; an 
assessment of how products can elicit pleasure (chapter two) and a review of 
methods and tools that currently support designers in designing for pleasure 
(chapter three) . In chapter four, the research methodology for the investigation is 
developed with the original aim and objectives in mind and taking into 
consideration the findings of the literature review. 
Described in the subsequent five chapters are the studies that were undertaken in 
order to meet the original aim and objectives. In chapter five, the first study is 
presented, in which a number of interviews were conducted with designers In order 
to understand their views on consumer pleasure and their needs from resources 
and tools developed to support them . In chapter six, the findings from this first 
study are reviewed and used to develop a comprehensive 'performance 
specification'. This specification guided the remaining studies and the development 
of the prototype resource. In chapters seven and eight, the data collection phases 
of the investigation are presented . Study two, described in chapter seven, involved 
the collection of data that would form the bulk of the content of the prototype 
resource. Study three, described in chapter eight, involved the collection of data 
that underwent statistical evaluation, to give a broader insight into consumer 
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attitudes towards product pleasure. In chapter eight, relevant literature is also re-
visited, in an attempt to understand a number of trends that were found in the 
data. 
The final study is described in chapter nine. In this chapter the development and 
testing of the prototype resource is outlined. In the final chapter, the research 
outcomes are discussed In light of the original aim and objectives of the programme 
of research and conclusions drawn along with proposals for future research. 
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Chapter two 
How products elicit pleasure 
In this chapter the nature of our interaction with products and the manner in which 
they can elicit pleasure is outlined. An overview of the ways in which we perceive 
the products around us is presented and a number of different models of how 
products can elicit both positive and negative emotions are described. The proposal 
that the use of such models to support the development of a design resource is 
made and the relative merits of the different models in the context of this research 
programme is discussed. 
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2.1 Introduction 
In the previous chapter the changing consumer landscape that has led to the 
increasing emphasis on 'pleasure' in design was outlined. Consumers in today's 
market are Increasingly driven by their hedonistic Impulses, by products that appeal 
on a deeper, emotional level. As manufacturing industries grow to acknowledge 
this shift in consumer expectations, there is increasing pressure on designers to 
manipulate products (through design) to meet this demand. As a result of this, 
catering for the 'pleasure' needs of consumers has become of increasing importance 
to designers. 
The case was also made for the discipline of ergonomiCS to broaden its role and 
begin to develop methods and tools that can confer a greater understanding of the 
emotional attributes of people to designers. The discipline of ergonomics has In 
recent years become central to the design process, providing data about people 
that has improved both the functionality and usability of products . It is this 
'people-centred' perspective that makes ergonomiCS the ideal diSCipline to infer a 
greater understanding of ' pleasure' into the design process; arguably, it is a natural 
evolution of the discipline that it now embraces the emotional aspects of human 
behaviour in addition to the physical and cognitive ones. 
However, the creation of such tools and methods requires a deeper level of 
understanding of how we interact with our environment and the products within it. 
This chapter outlines different models of the human-product relationship, with a 
particular focus on how products can elicit pleasure. 
2.2 How we interact with products 
To begin to understand the ways in which products can elicit pleasure, it is first 
necessary to understand how people perceive and understand their physical 
environment. In perceiving our surroundings we use our senses, but certain parts 
of the human body play a larger role in perception than others. The theory of the 
Homunculus or ' the little man' (Penfield and Rasmussen, 1950) suggests that within 
the somatosensory cortex of the brain there is a representation of the human body. 
Penfield and Rasmussen (1950) propose that this representation is distorted so that 
each region of the body is represented in proportion to the density of touch 
receptors in that region. This creates the disproportionate representation shown 
below in Figure 2.1. 
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Figure 2.1: The 'homunculus' (Penfield and Rasmussen, 1950) . 
As Figure 2.1 shows, areas such as the hands and fingertips are proportionally 
larger than parts such as the legs, as they play a proportionally larger role in how 
we perceive our environment. The implications are logical; certain parts of the 
body play a greater role in perception and it is these parts that are responsible in 
forming either the positive or negative perception we have of our environment and 
the products within it. The role of the senses in product perception is clearly an 
important one and the theory of the Homunculus highlights this. 
Bonapace (1999) classified several components of products that appeal to different 
human senses. These are: 
• Tactile sensations - shape and size of object 
• Prehensile sensation - quality, softness, grippiness of surface 
• Functional sensation - mode of use, the way the product works, action 
• Thermal sensation - conductivity and thermal capacity 
• Chromatic sensation - colour and surface finish. chromatic nature 
• Acoustic sensation - sonority, action, signal. acoustic feedback 
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Bonapace's classification shows the major role that the senses play in how we 
perceive objects around us. It also highlights the many areas that could be 
exploited by designers, to make a product more pleasurable, as well as suggesting 
that our perception of a product is based upon the interaction of a number of 
sensations e.g. the functional sensation of the product in use, as well as the 
associated acoustic sensation. 
While our senses provide the mechanisms to experience our environment, the 
manner in which we perceive it (and the products within it) is more complex. A 
number of theories of how we interact with our environment exist and of these 
some have been embraced by design in order to better understand the human-
product relationship. 
The interpretation of our environment is a principle component of Gestalt 
psychology, attributed to K6hler, et al (1923). In his 1923 publication 'Theory of 
Form', Wertheimer proposed that humans have an innate tendency to 'bring 
together' similar looking elements (similarity grouping), ones that are close 
(proximity groupings), or those with structural economy (good communication) . 
Wertheimer also suggested that these tendencies were inborn and independent of 
cultural background. The implication of the Gestaltist view of perception is that 
people have an inherent tendency to perceive products as a 'whole', rather than 
being composed of several parts. This suggests that the visual perception of 
products Is a complex Interaction of product properties, the viewer and the 
surrounding environment. Taylor, et al. (1999) corroborate this view: 
'Products are perceived by people as entities in which elements of the 
product are interactive. In investigating responses to product designs, 
therefore, isolation of particular properties or features for examination is not 
always possible or valid. Colour and surface texture Is a good example - we 
tend to perceive something as say, matt black or shiny red.' 
Gibson (1976) proposes that the products that we see within our environment have 
a perceived quality that we as the viewer assign to them. Gibson terms these 
'affordances'. A product's affordances relate directly to Its function, for example a 
product can afford turning, throwing, or sitting on. Gibson also suggests that 
people do not perceive colour or surfaces as such, but the affordances of these 
properties. Furthermore, they do not perceive good form or abstract form, more 
the opportunity to act, such as walking on, moving, or using. In essence, Gibson 
proposes that rather than simply seeing objects as visual stimuli, the observer 
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assigns a value to the object based on the combination of its properties e.g. 
function, colour, form, etc. 
The concept of affordances has received interest from researchers in the design 
field (Gaver, 1991; Norman, 1988), as has the similar theory of 
semantics/semiotics (Vakeva, 1990; Vlhma, 1995). Product semantics can be 
defined as ' the study of the symbolic qualities of man-made forms in the cognitive 
and social contexts of their use and application of the knowledge gained to objects 
of industrial design' (Krippendorf, 1995). 
It would appear that affordance theories and semantics are similar principles from 
which to view human-product perception. However, this may not be the case as 
You and Chen (2003) argue that affordance theory Is based on an ecological 
approach to perception, where perception is direct i.e. between the object and the 
viewer. Gibson's (1976) theory proposes that the product's attributes themselves 
communicate information to the viewer concerning the use and function of the 
object ; reaction is based upon the intrinsic properties of the object and is 
independent of the viewer's awareness, needs, cultural background and context. 
In contrast, product semantics is grounded in semiotics, information theory and 
cognitive psychology. This approach suggests that our interaction with objects is 
mediated by our previous experience and knowledge and relies upon the viewer as 
an information processor (Hammer, 1990) . You and Chen (2003) cite designers' 
use of metaphor, simile and convention as ways in which semantics can be used to 
create a 'dialogue' between the user and the object. Unlike the theory of 
affordances, semantics does accommodate the viewer's awareness, needs, contexts 
and cultural background . 
Vihma (1995) has looked specifically at the perception of products from a cognitive 
psychology perspective. She proposes that the analysis of any product requires 
knowledge about the Interpreter (the user) and the product Itself. The model of 
human perception, Figure 2.2 (Vihma, 1995), shows a product in its environment. 
It consists of the subject who perceives the object and notes the different areas 
that help us gain a greater understanding of this relationship, such as ergonomics 
and psychology. 
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Figure 2.2: A model of human perception (Vihma, 1995). 
The stimu lus (object) is perceived by the subject and this provokes action and 
reaction. The model accounts for the fact that our perception is affected by both 
our unconscious reflexes and our memory. The model also includes external 
factors such as noise and lighting, as these can alter our perception of an object. 
Vihma 's model presents a comprehensive view of perception as it accounts for the 
characteristics of the human (both reflex and learned), the product and wider 
issues such as the environment. 
Through the manipulation of form, texture, colour, finish and other features, 
designers are able to use product semantics to communicate to the user on several 
levels. As Marzano (1998) states: 
'The human mind makes all sorts of associations between form, colour, 
smell and so on, which go right to the depths of our being ... As deSigners, 
we try to make use of some of these deeper, pleasant associations ... these 
associations form, in fact, a sort of language, a universal language we all 
share: 
The reassuring 'clunk' of a car door (Figure 2.3), that implies solidity and build 
quality to the owner, or the transparent chamber on a Oyson vacuum cleaner 
(Figure 2.4) that assures the user that the 'novel' mechanism is working effectively, 
are examples of how carefully designed characteristics can allow products to 
communicate with people. 
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Figure 2.3: The carefully engineered sound of a car door when being closed may Imply a sense of solidity 
and build quali ty to the owner. 
Figure 2.4 : The transparent chamber on the Dyson vacuum cleaner lets the owner know when the 
chamber needs to be emptied, but also reassures them that the novel mechanism is working effectively . 
As well as semantics communicating functionality and usability, it is evident that 
well designed features help create a deeper relationship with a product. As 
McDonagh and Lebbon (2001) state: 
'The products language, emotional bonds and cultural significance contribute 
to a consumer's relationship with any given product.' 
Whether models of perception are grounded in affordance theories or semantic 
prinCiples, it is clear that products communicate to consumers and it is here that 
functionality and usability can be improved and ultimately pleasure can be elicited . 
The key for the designer is to know how and what it is, they want to communicate 
to their intended user (Demirbilek and Sener, 2001) . 
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2.3 How products elicit pleasure 
It has been demonstrated that the way in which people perceive objects affects 
their emotional reactions to them. Additionally, a number of mechanisms, such as 
previous knowledge of the product or external factors (e.g. social, environmental) 
initiate and temper these emotional reactions. However, our perception of products 
is evolutionary; upon first interacting with a product we subconsciously sum up the 
sensation that object communicates (manifested as sensations such as pleasure, 
indifference and so on), but over time we receive further stimuli from the object 
and our judgement becomes refined (Bonapace, 1999). 
The proposal of an evolutionary relationship with products is supported by Kemp 
and Hartevelt (1995). Through a series of semi-structured interviews, home visits 
and surveys they concluded that consumers perceive products differently after they 
have used them for several months. Figure 2.5 illustrates the stages of the 
evolutionary relationship proposed by Kemp and Hartevelt (1995): 
Figure 2.5 : Kemp and Hartevelt's stages of the person-product nelationship. 
They also found that factors such as performance, reliability, usability and 
aesthetics were critical factors in whether the consumers found their relationship 
with the products to be pleasurable or not, They noted four factors that people 
valued in the products that they used: 
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1. Effective performance 
2. Social context of use 
3. History attached to the product 
4. Sense of control 
Davis (2002) also draws attention to the temporal properties of the relationship we 
have with products, highlighting the need for manufacturers to provide prolonged 
pleasurable experiences for the consumer rather than relying on the initial 
perception of pleasure upon purchase: 
'Perhaps the biggest challenge to product developers is, not only to enhance 
the pleasure of the person-product relationship, but also to ensure that the 
pleasure is prolonged for as long as possible.' 
The ability to predict the effect of time on the person-product relationship would be 
a very powerful tool (Davis, 2002). Davis denotes several stages to the 
relationship, illustrated in Figure 2.6: 
Figure 2.6: Davis' model of the person-product relationship. 
Developing products that give a prolonged sense of pleasure is not only beneficial 
to the consumer, but can indirectly strengthen the manufacturer's brand (Davis, 
2002). The evolutionary component of our relationship with products is an 
important consideration; our appraisal of products changes over time as we develop 
a relationship with them. It is vital to understand that our sense of pleasure is 
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dynamic; an initial sense of pleasure can grow as a product fulfils our expectations, 
but conversely, it may turn to dis-pleasure if the product begins to disappoint us. 
It is clear consumers react emotionally to products and that this reaction has a 
temporal quality, as the relationship with the product changes and becomes more 
refined over time. However, there Is a need to understand what that emotional 
reaction is (pleasure/dis-pleasure) and how, if at all, it can be measured, quantified 
or classified . Outlined in the following sections are a number of different models of 
how products elicit emotional reactions in consumers. These models provide 
different frameworks from which designers can begin to understand how emotional 
reactions can be structured and assessed. 
2.3.1 Kano Model of consumer satisfaction 
The Kano model of consumer satisfaction (1984), Figure 2.7, suggests that there 
are three types of product characteristic that infiuence the manner in which a 
person will react to it on an emotional level. These are: 
1. Expected qualities 
The basiC ' must-have' criteria for a product, which If not fulfilled leave the customer 
extremely dissatisfied. Kano proposed that as the customer takes these attributes 
for granted, their fulfilment does not increase consumer satisfaction, it leads to a 
state of 'non-dissatisfaction'. These needs are not explicitly demanded by the 
consumer as they are deemed to be pre-requisite to the design. 
2. Wanted (linear) qualities 
These aspects are usually explicitly demanded by customers. The level of 
consumer satisfaction is directly proportional to the level of achievement. In 
essence, the better the attribute is, the greater the satisfaction for the user. These 
attributes are Identified through market research. 
3. Attractive qualities 
These qualities have the greatest influence on the level of consumer satisfaction 
and help to differentiate a product from its competitors. These attributes are not 
expected by the consumer and are often not expressed through traditional market 
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research techniques. They are surprise, or 'delight' features that are often 
unexpected or previously unknown to them . Their presence leads to a higher level 
of satisfaction for the consumer, but crucially , their absence does not lead to any 
dissatisfaction . 
Altr:1Clil'c {llIll li lics 
Surprises. dclighlcrs. exciters. 
Ullcxpcclcd attributes Ih:lI 
distinguish the product from its 
competitors. Usually the answers 
10 unarticulated needs and 
therefore difficull to identify 
through market research. 
Unexpected 
Cus~omcr ddighl 
Linear <Iulllilies 
Product attributes that customerS 
can identify Ihey want morc or less 
of. El.Isily identified through 
market research. 
Low +---- ----- - --# - - - - - ------...... I-ligh 
Level of achievement 
Customer dissatisfaction 
Basic <Iualitics 
'Must~bc' requirements that the customer 
expects in the product. Ususallyonly 
mentioned by custorncrswhcn absent. 
Identified through complaint mechanisms 
such as warranty claims. 
Figure 2 .7 : Kano model of consumer satisfaction (1984) . 
Matzler, et al. (1996) suggest several advantages to classifying consumer needs by 
means of the Kano model : 
• Product requirements are better understood: different criteria can be 
categorised into one of the three requirements; expected qualities, wanted 
qualities and attractive qualities. 
• Priorities for product development: allows more focus on the wanted and 
attractive qualities. 
• Valuable help in identifying trade off points in product development: should 
it not be possible to meet two qualities, then the model aids in identifying 
which quality has the greatest influence on consumer satisfaction and should 
thus be given priority. 
• Tailoring to speCific market segments : the three requirements; expected 
qualities, wanted qualitites and attractive qualities, will vary between 
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different market segments. The model can be tailored to suit different 
market segments to optimise consumer satisfaction for each one. 
• Increased differentiation: the discovery and fulfilment of consumers' 
attractive requirements creates a wider range of possibilities to differentiate 
the product from competition. 
• The Kano model can be combined with Quality Function Deployment. Once 
consumer needs have been identified and prioritised, the Kano model is used 
to establish the importance of individual product features that increase 
consumer satisfaction, creating the optimal prerequisite for process-oriented 
product development. 
The Kano Model has been used extensively in industry, for example Burns and 
Evans (2000) carried out a series of 'delighter clinics' for the automotive 
manufacturer Nissan to find out more about how to delight their consumer. They 
found that consumers were more comfortable discussing the features that enraged 
them, rather than those that they liked. Additionally, one single enraging feature 
could outweigh several 'delighters'. From these results they revised the Kano 
model, shown in Figure 2.8. 
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Figure 2.8: Burns and Evans revised Kano Model (2000) . 
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The original model has a focus on unexpected functional innovations as being 
'attractive qualities' that lead to greater levels of consumer satisfaction . Burns and 
Evans (2000) found that it is the delivery of these features that is essential. A 
functional innovation which is not well integrated into the design can quickly 
become an enraging feature. Conversely, expected features, if delivered with extra 
emotional appeal, sound aesthetics and semantics, were found to become 
delighters. They concluded that: 
' ... delivery, meaning and emotional appeal can act as drivers for delight, 
elevating unexpected, wanted and even expected product attributes to the 
level of customer delighter.' 
2.3.2 Goals, Standards and Attitudes Model 
While the emotional responses of people towards products differ greatly, general 
rules do exist in the underlying process of how emotions are elicited by products 
(Desmet, et aI., 2001). The Desmet and Hekkert model (2001) is based on a 
cognitive-functionalist view on emotions. This proposes that emotions serve an 
adaptive purpose, regulating behaviour in a way that is beneficial to the individual. 
Their model (Figure 2.9) shows that a stimulus will elicit an emotion only when the 
individual appraises the stimulus as having consequences important for the 
achievement of a concern . A concern is seen as a person's personal motives in life 
(Frijda, 1986), e.g. respect, love, self-esteem. Frijda continues that when we 
appraise a stimulus (in this case a product) as being beneficial to our concerns, 
then we experience positive emotions and vice versa. 
Person Product 
Goals Q 8 Standards Appraisal Stimulus 
Attitudes 
Figure 2.9: Goals, Standards and Attitudes Model (Desmet &. Hekkert, 2001). 
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In order to know how a product elicits emotions it is logical that the person 's 
specific concerns must be known. In the model , Desmet and Hekkert identify three 
types of product emotions related to the person 's concerns. These are goals, 
standards and attitudes (Ortony, et aI., 1988). These are further defined as : 
Goals 
These are things that we want to see happen . In relation to products, these may 
be for example, utllltarlan (product performing task) or social (product Implies 
status). If the product will facilitate our goals, then we will appraise it as desirable. 
Standards 
These are our beliefs or conventions of how we believe things ought to be. For 
example, the belief that products should be environmentally friendly or that 
products should always be original. Products that fit our standards will elicit 
positive emotions. 
Attitudes 
These are our dispositional likes and dislikes. In relation to products, some people 
may have a particular attraction to a brand or style of design, while others may 
not. Products that fit in with a person's attitudes will in turn elicit positive 
emotions. 
Desmet, et al. (2001) further propose that our goals, standards and attitudes 
interact and that as a result most products elicit several conflicting emotions. For 
example, a person may be drawn to the aesthetic appeal and originality of a 
product, but in turn be disappointed at its lack of functionality . Emotional 
responses to products differ between people as we each have differing concerns. If 
designers intend to add emotional appeal to a product, they must begin to 
understand the goals, standards and attitudes of the intended user in relation to 
the product they are designing (Desmet, et al. 2001). 
Desmet (2003) concludes that: 
1. Products elicit all kinds of emotions (related to characteristics such as 
functionality, brand and so on.) 
2. The emotions that are elicited are personal and vary from person to person. 
3. A product can elicit a mixture of emotions. 
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These conclusions would seem to make the task of predicting emotional reaction to 
design very difficult. However, Desmet (2003) argues: 
'Designers can influence the emotions elicited by their designs ... although 
emotions are idiosyncratic, the conditions that underlie and elicit them are 
universal.' 
Desmet (2003) proposes five further types of emotions that can be elicited by 
products: 
1. Instrumental product emotions 
These are emotions related to products helping us to achieve a goal e.g. 
satisfaction from a product helping perform a task. This also relates to the 
consequences we perceive when buying a product. For example, when buying a 
pair of attractive shoes we fulfil a goal of wanting to 'be attractive' . 
2. Aesthetic product emotions. 
This relates to the actual physical characteristics of the product, e.g. form, colour, 
texture. Each of these characteristics can elicit an emotion . These emotional 
reactions are related to out attitudes, our ' dispositional likings (dislikings)'. If we 
find a product appealing it will elicit emotions like attraction and this attraction may 
be to the form, size or specific features of the product. Oesmet also proposes that 
these at titudes are either inherent, e.g. fondness of sweet food, or learned, e.g. an 
acquired taste for wine. 
3. Social product emotions 
Desmet proposes that products can elicit social emotion reactions in several ways. 
He argues that in these cases, the product can be directly responsible for the 
emotional reaction, or it can be those associated with the product, e.g. the 
designer, the company. In this way, while looking at a product, a person may 
experience pleasure from the originality of a design and praise the designer. They 
may also gain pleasure from the social grouping that a product represents. He also 
argues that we impose our own social standards onto products e.g. a person may 
experience indignation towards mobile telephones due to the disturbance they 
cause. 
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4. Surprise product emotions 
A person may experience surprise emotions when any product (or feature) Is 
appraised as being 'novel'. The emotion may be one of pleasure, perhaps when 
encountering a new product for the first time, or may also be one of dis-pleasure if 
a product has an unexpected feature that the person does not like. Desmet argues 
that we will experience surprise emotions when there is an unexpected 
match/mismatch with anyone of our goals, standards and attitudes. He also warns 
that as we become familiar with the 'novelty' it will no longer elicit surprise 
emotions; consequently, these are often one-time-only reactions. 
5. Interest product emotions 
Desmet proposes that the final emotion Is comprised of feelings like faSCination, 
boredom and inspiration. He argues that these are all related to the level of 
stimulation that a product provides. If the product requ ires some level of 
exploration then the person may gain pleasure from it or conversely, if it fails they 
may feel boredom. 
Desmet concludes that while these five product emotions are not comprehensive, 
they do highlight that products elicit a variety of emotions. Furthermore, it is 
through a better understanding of the underlying principles of how emotions are 
elicited (through using the Goals, Standards and Attitudes model) that designers 
may be better able to cater for the hedonistic needs of their target market. 
The Desmet and Hekkert model (2001) has been used as the foundation for a 
design tool, the Product Emotion Navigator (Desmet, 2002). This tool is discussed 
in more detail In the following chapter along with other tools and methods that 
support 'deSig ning for emotion'. 
2.3.3 The Four Pleasures 
In his book 'The pursuit of pleasure' (1992) the anthropologist Lionel Tiger outlined 
a framework of 'four pleasures'. Jordan (1997) adapted Tiger's framework to show 
how consumer products can elicit pleasure, outlined below. 
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- Physio-pleasure 
Pleasure derived from the sensory organs, such as touch, smell and feelings of a 
sensual/sexual pleasure, for example, the texture of a particular surface (Figure 
2.10), the tactile feedback of a control system or the odour of a car interior. 
Figure 2.10: The tactile surfaces of the Gillette Fusion™ razor improve grip when wet, but can also be 
pleasant to hold. 
- Socio-pleasure 
This relates to pleasure gained from interacting with other people. A product can 
elicit this type of pleasure in several ways . It may induce social interaction e.g. a 
mobile telephone (Figure 2.11) or it may be a talking point amongst a group of 
friends e.g. a unique vase. This pleasu re also relates to products symbolising a 
particular social group e.g. a style of clothing giving a person a particu lar social 
identity or symbolising a certain social status e.g. a prestige brand automobile. 
-re ... 
1 . ..,. 
Figure 2.11: A mobile telephone can bring pleasure by allowing the owner to stay in touch with friends 
and family. 
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- Psycho-pleasure 
This pleasure is closely linked to product usability and refers to the pleasure gained 
when a task is completed successfully or pleasure from using a particularly 
engaging product interface (Figure 2.12). For example, the interface of a particular 
web-browser that allows quick and easy access to information that is also 
'pleasurable' to interact with. 
Figure 2.12 : A consumer may gain pleasure from using the engaging interface of the iPod Nanon". 
- Ideo-pleasure 
This is the most abstract of the four pleasures and refers to the pleasure derived 
from entities such as books, art and music. In relation to products, it can be seen 
as the pleasure derived from the values that a particular product embodies or the 
overall aesthetic of the product. For exa mple, a product which is made from eco-
friendly materials may elicit pleasure in the user as it displays a sense of 
envi ronmental responsibility; an ideology that they may believe in (see Figure 
2.13) . This pleasure also relates to the overall aesthetic of a product and the fact 
that products can also be art forms. For example the iconic Philippe Stark lemon 
squeezer 'Juicy Salif' (Figure 2.14) is often appreciated for its scu lptural beauty. 
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Figure 2.13: A consumer may find pleasure In buying products from the Body ShopT'" as the products are 
produced in an ethically and environmentally friendly manner. 
Figure 2.14: JuicY Salif"'; a lemon squeezer often appreCiated for its aesthetic beauty. 
2.4 Discussion 
The models of human emotion that have been described in this chapter can provide 
a valuable foundation from which to begin to understand the ways in which 
products may elicit pleasure. A major objective of this programme of research is to 
develop a tool that can support deSigning for emotion and in particular pleasure; 
utilising such models as a basiS for the design of such a tool will potentially provide 
a consistent structure for the resource that will make it more effective in use. 
The Four Pleasure framework (Jordan, 1997) was utilised in a study that acted as a 
precursor to this programme of research (Porter, et aI., 2002) which was described 
in section 1.3. It proved to be a successful structure in the development of a 
rudimentary design resource and was positively received by designers in an 
informal assessment of the research output. However, the other models that have 
been described also have their merits. The Kano Model (Kano, 1984) has been 
used extensively in engineering and design; it is particularly useful in Identifying 
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trade off points during design development and it can be used in conjunction with 
other established engineering techniques e.g. Quality Function Deployment 
(Matzler, et aI., 1996). The Goals, Standard and Attitudes Model (Desmet and 
Hekkert, 2001) has also been used in the development of a tool to support 
designing for emotion; the Product and Emotion Navigator (Desmet, 2002) . This is 
discussed in more detail in the following chapter, but it serves as evidence that this 
model can be used to provide an underlying structure for a design resource. 
It is evident that incorporating knowledge from all of the models may facilitate 
designing for emotion, however, it is important to decide which may offer the most 
suitable framework for this programme of research. The crux of this investigation 
is 'pleasure' and how to give an understanding to designers earlier in the design 
process about the different pleasure needs of consumers. The Kano Model focuses 
on pleasure (or satisfaction), but does not differentiate between different types of 
pleasure that the consumer may feel. The Kano Model can only differentiate 
between whether the positive emotion is related to an expected, wanted or 
unexpected consumer need. The Kano model is also product focused in its nature, 
looking at product qualities and how they elicit pleasure. 
In contrast, the Goals, Standards and Attitudes model and the Four Pleasure 
framework are more people focused and pleasure focused. The Four Pleasure 
framework in particular provides a structure for the different pleasure needs of 
consumers and how products can satisfy these. Both models can be used to 
evaluate existing products, but they can also be used in an exploratory manner to 
better understand a consumer's desires and expectations from the products that 
they buy. From a pragmatic perspective, the Four Pleasure framework would 
appear to be the most logical structure to use as It has proved successful In a 
previous study (Porter, et aI., 2002). However, there is a need to gain more direct 
insight into which model designers are most comfortable with; as the end user of a 
design resource, their desires need to be conSidered. 
2.5 Conclusion 
In this chapter a number of theories have been described that illustrate the 
complex nature of the way in which humans interact with their environment and 
the objects within It. Both the ecological approach of affordance theories and the 
cognitive approach of semantics highlight the fact that products communicate to 
consumers and can elicit positive, negative or mixed emotions. Additionally, the 
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temporal characteristic of our relationship with objects has been discussed, 
supporting the assertion that the sense of pleasure that a product elicits is fluid ; 
changing as our relationship with the product evolves. 
A number of models of emotion and design have been presented. Using such 
models to support the development of a design resource/tool will add consistency 
to the structure and improve its effectiveness in aiding designing for emotion . It is 
evident that of the models discussed, the Four Pleasure framework and the Goals, 
Standards and Attitudes model, appear to be the most suitable for this programme 
of research. They both focus more directly on the different ways pleasure can be 
elicited by products and can be used in a people focused approach, looking at the 
different pleasure needs of consumers and how these might be met. 
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Chapter three 
Methods and tools that support designing 
pleasurable products 
In this chapter a number of methods and tools are discussed that have been 
developed to support designers in creating products that elicit positive emotions. 
Preceding this discussion is an overview of a number of issues surrounding the use 
of such tools and methods by designers; principally communication difficulties 
between design and other disciplines and whether the support designers receive is 
in an appropriate form. The issues which are raised at the start of the chapter form 
the context in which the subsequent tools and methods are discussed . 
35 
3.1 Introduction 
A variety of methods have been developed which can support designers in creating 
products that elicit positive emotions in the consumer, however, before these 
methods are outlined, It Is necessary to highlight the context In which they will be 
discussed and evaluated. In order to develop a tool that provides support to 
designers in an appropriate manner, it is necessary to consider a number of issues. 
What are designers' needs from tools that are developed to support them? In 
particular this relates to the nature of the method/tool and the type and format of 
the data that is used and created. There is a need to understand the design 
process and how any tool or method that is developed will fit into this; it is critical 
that any tool provides appropriate support for the particular stage for which it is 
intended. 
3.2 Developing tools for designers; contextual issues 
It is evident that ergonomics input into the design process is immensely valuable 
(Feeney and Bobjer, 2000), however, there has traditionally been a communication 
'gap' between the two disciplines, as well as between other disciplines e.g . 
engineering. One factor in this communication gap may be that the origins of 
ergonomics lie in the biological sciences, while design originates from the functional 
arts (Green, 2002); communication between the two might be expected to be 
difficult . Porter and Porter (1999) have similar views, citing that the differences 
between the two (and other related disciplines) may be due to consequences of 
innate ability, education and the real world practices of the different disciplines. 
There is no doubt that ergonomics practices and techniques are beneficial to the 
design process and that an interdisciplinary approach can lead to better design 
practice (Davls, 2002; Feeney and Bobjer, 2000; Haslegrave and Holmes, 1994). 
However, most human factors methods are quantitative or qualitative in nature and 
are essentially analytical tools e.g. task analysis, error rate measurement. These 
provide data about peoples' capabilities and reactions to design variables, but do 
not generally lead directly to design solutions, often leaving the designer frustrated 
(Fulton Suri and Marsh, 2000) . Furthermore, the data is often in a scientific non-
prescriptive form which designers find hard to interpret (Feeney and Bobjer, 2000). 
The inappropriate format of much ergonomics data leads to it frequently being left 
out of the design process (Bruder, 2000; Burns and Vincente, 2000), or being used 
in an inappropriate way (Hasdogan, 1996; Burns and Vincente, 1994). 
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Porter and Porter (1999) highlight three underlying factors that may be responsible 
for this communication rift. 
1. Communication of ergonomics information at an inappropriate point in the 
design process. 
2. Communication difficulties between ergonomists and designers/ engineering 
designers caused mainly by educational and practice differences. 
3. Communication of ergonomics information and data in an inappropriate 
fashion by ergonomists. 
Other factors may also be present. Feeney and Bobjer (2000) highlight the fact 
that designers can perceive a multi-disciplinary approach as intruding into their skill 
area. They also suggest that amongst designers there is a general pre-occupation 
with technology and aesthetics. Ergonomics is also seen as costly and of low value 
and accessibility (Burns and Vincente, 1994) and its implementation into the design 
process is often solely down to the 'personal interest' of the designer (Mossink, 
1990) . Factors such as commitment by management and uncertainty over costs 
and benefits are also responsible for the lack of use and misuse of ergonomics 
information (Mossink, 1990). 
Hasdogan (1996) concludes that much ergonomics data is geared towardS 
workplace circumstances and the trained user and that information is presented in 
forms more suited to ergonomists than designers. She also states that few 
designers have experience in the correct interpretation of ergonomic data, or in 
best practice for the measurement of indiViduals e.g. running a user trial. A series 
of interviews by Sharrock and Anderson (1994) with designers drew statements 
such as 'design is not and cannot be data-driven ' and 'users were not participants 
in the design activity ... they were not deemed necessary or relevant', clearly 
indicating designers' weariness of the information and methods that ergonomics 
has traditionally supported them with . 
Designers are Visual and spatial people and prefer information to be visually 
appeal ing (Tovey, 1992). Jessell (1997) also offers this viewpoint: 
'Not only do we as designers prefer soft information; we prefer information 
in little bite sized chunks. We need time to dream, let our imaginations 
explore the implications of what we have taken in. We need translation 
time.' 
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Gaver, et aI., (1999) support this view with their 'inspiration not information ' 
approach to design research. Several researchers have found that ergonomics data 
Is often too complicated or In an inappropriate form (Feeney and Bobjer, 2000; 
Porter and Porter, 1999; Hasdogan, 1996) making it impractical for designers to 
use. Ergonomists clearly have to address the needs of the intended user population 
of their 'product', designers being one of these, in order to make it more accessible 
and useful to them. As Fulton Suri and Marsh (1997) state: 
'While human factors information provided to clients and colleagues must be 
accurate and carefully conSidered, it must also be engaging, useful and 
usable. ' 
Fulton Suri (2000) also offers this warning: 
' It Is a rare designer or design team that is inspired by anonymous 
descriptions of capacities, limitations and bell -curved representations of 
users. ' 
From a long term perspective, there is clearly a need to educate the students and 
practitioners of design, ergonomics and design engineering in the benefits that each 
can offer to each other (Haslegrave and Holmes, 1994). However, this long term 
cross discipline homogeny can also be facilitated by improving communication and 
providing support in a manner which is more SUited to the needs of designers. It is 
clear that the consistency and rigour inherent in ergonomics' scientific origins must 
not be lost; however there is a need to address the way in which supporting 
information is presented. 
Porter and Porter's (1999) list of factors cited earlier proposes that the input of 
information at an inappropriate point in the design process may be a factor in the 
communication difficulties between disciplines. While It has been shown that the 
format of the information provided to designers is a major stumbling block in its 
correct use and implementation, another issue would appear to be the point at 
which it is integrated into the design process. 
The design process can be viewed as a 'series of coordinated activities that forms 
the basis for all activities necessary to produce the desired item' (Jones, 1988). A 
number of models of the design process exist; however there does not appear to be 
any 'infallibly correct process' (Lawson, 1997). The design process is widely 
believed to be highly informal and dependant on the creative and instinctive 
response of individual designers (Hasdogan, 1996) and most efforts to formalise 
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the procedure have not been based on the way designers work, but on a 
combination of design theory and management methods (Mossink, 1990). 
There is a great variation in the level of complexity in the number of different 
models of the design process that have been developed. Cross (2000) offers a 
simple model (Figure 3.1) that uses descriptors of design activity e.g . exploration, 
generation, evaluation and communication. Pahl and Beitz (1996) propose a 
similar model using descriptors such as, clarification of the task, concept design, 
embodiment design and detail design . 
EXPLORATION 
Figu re 3.1: Cross ' model of the design process. 
Pugh (1991) however offers a more complex model (Figure 3.2) involving the 
identification of market (user) needs and the development of a product design 
speCification from this . Following this is the creation of concept designs, which are 
then developed during detail design, before moving on to manufacture and sales. 
The process however is iterative, with the design often moving back a stage in 
order to be further refined . Pugh also defines different inputs into the process e.g . 
marketing information, materials information and decision making, Baxter (1995) 
and Ulrich and Eppinger (2000), have also developed similar models, which 
describe the design process in greater detail and emphasise its iterative nature. 
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Figure 3.2: Pugh's model of the design process. 
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Despite the number of different design process models that exist, there are a 
number of similarities between them . Principally, they consist of an exploratory 
phase where the problem is identified and research conducted (and often 
formalised in a specification), which in turn leads to the generative 
conceptualisation stage, Following this is a refinement stage, where concepts are 
evaluated and developed ; this in turn leads to the final stage where detail design 
produces a concept that is fit for manufacture, Additionally, this process is 
iterative, with the design being constantly evaluated and refined in order to 
produce the final product. Within the context of this study, the issue is the pOint of 
integration of ergonomics information into that process, 
To date, much of the work of ergonomics has produced evaluative tools SUited for 
use in the latter stages of design development. As McDonagh and Lebbon (2001) 
state : 
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' .. . user feedback is sought too late in the design process. It is often used as 
a verification tool rather than a w.ay of supplementing data collection and 
developing an appropriately focused design brief: 
There is a need to link the analysis of issues (performance and function related) to 
the synthesis of ideas and to contribute to conceptual design, as well as the 
evaluation phases in the development process (Fulton-Surl and Marsh, 2000). The 
challenge lies in extending and evolving traditional techniques to address emotional 
and experiential issues (Fulton-Suri and Marsh, 2000) and to actively encourage the 
use of these methods at an earlier point in the design process (Kahmann, 2000; 
Porter and Porter, 1999). From a holistic perspective, there is also the continuing 
challenge of raising the prominence of the user at all stages of the design process 
(Fulton Suri and Marsh 2000). 
The implications for the development of design tools are clear; 
1. The manner in which the method/tool operates and the information that it 
presents must be in a format that is suited to designers. 
2. There is a clear need for tools that can be integrated into the earlier stages 
of designing; many ergonomics methods already support the later stages. 
3. Tools/methods that are developed must suit the stage at which they are 
intended to be used . 
The first two recommendations are clear conclusions from the literature that has 
been reviewed. The third point however is a natural consequence of the first two 
conclusions. Any tool that is developed must suit the stage of the process it is 
designed to support. For example, the initial stages of the design process have 
been shown to be fairly loose and informal, characterised by an iterative cycle of 
researching, ideation and evaluation; supporting tools and methods must suit this 
relatively unconstrained and flUid stage of the process. In the following sections a 
number of methods and tools that are currently available to designers to support 
designing for pleasure are described and discussed, as well as a number of related 
methods that could be adapted to facilitate emotionally driven design. 
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3.3 Methods and tools to support designers 
Recent years have seen a proliferation in the number of methods to support 
designers in understanding, developing and evaluating, pleasure and emotion in 
design. International conferences such as Design and Emotion and Designing 
Pleasurable Products and Interfaces have raised awareness about the subject and 
increased the level of dissemination of theories and methods into the wider design 
community. Additionally, disciplines closely related to design, such as engineering 
and in particular, ergonomics, have also broadened their scope to embrace the 
emotional component of design research. In this study the focus is specifically on 
the positive emotions that a consumer experiences; with the methods and tools 
that can facilitate this forming the focus of this chapter. 
The methods under discussion are drawn from ergonomics, design and other 
related disciplines such as engineering, human-computer interaction (HCI) and 
consumer psychology . They range from fairly formal evaluative tools that are 
utilised late within the design process, to more abstract and intuitive methods 
employed at the start of design activity to inspire and guide concept generation . A 
comprehensive list of methods and tools has been collated and classified by the 
Engage Consortium. Engage is a collective of several European universities and 
multinational companies brought together under a European Union grant to collate, 
classify and disseminate research in this field, the list of methods and tools can be 
found at: http://www.designandemotion.org/society/engage/ (correct as of January 
2007). 
The methods that are described are divided into two groups; those that have been 
developed specifically to address pleasure and emotion in design and those that, 
while not developed to focus on this aspect, may still offer guidance to this 
programme of research. A number of criteria have been used to assess each of the 
methods. Principally: 
The stage in the design process that the method/tool is most suited for use at. 
The type of data that the method uses and produces and how appropriate this 
is for designers. 
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3.3.1 Pleasure/emotion specific tools and methods 
The methods that are described In this section have been developed to specifically 
support designers in understanding pleasure (and other emotions) in design . Table 
3.1 below provides a summary. 
Method/Tool Description/Comment 
(Developer) 
Repertory 
Grid 
Technique -
RGT 
Kelly (1955) 
The Self-
Assessment 
Mannequin · 
SAM 
Lang (1984) 
Kansei 
Engineering 
Nagamachi 
(1995) 
Sensorial 
Quality 
Assessment 
Method-
SEQUAM 
Bandinj·Buti, 
Bonapace and 
Tarzia (1997) 
Product 
Emotion 
Measurement 
Instrument -
PrEmo 
Desmet 
(2003) 
Method involves development of bl-polar 
dimensions to assess qualitative aspects of 
products and describe consumer experiences 
with products. 
Computer based visual self-report tool. Three 
dimensions of emotion : pleasure, arousal and 
dominance, are represented by graphica l 
figures. Consumers record their emotional 
reaction to a product by selecting the relevant 
figure along each of the 3 scales. 
Empir ical method that links product 
properties with consumers' emotional 
responses. Commonly inVOlves the 
manipulation of different design features to 
test emotional responses, or the analysis of 
the context within which a product will be 
used from which concluSions are drawn. 
The method rates the emotional aspects of 
products and assesses the sensations 
experienced by the consumer when In contact 
with a particular product/feature. 
Several ' mock-ups' of a design are produced, 
each with differing sensor ial attributes. The 
subject handles each of them and makes 
comments in an attempt to correlate physica l 
properties with sensoria l responses. 
Computer based non-verbal, self-report 
Instrument that measures 14 emotions that 
represent a cross-section of the emotions 
elicited by consumer products. Each of the 
14 emotions is portrayed by an animated 
cartoon character, using dynamic faCial, 
bodily and vocal expression. Participants 
reg ister their emotional response by selecting 
to what extent they feel the emotion 
expressed by each animation. 
Appropriate 
stage of use 
in design 
process 
Data 
representation 
Early research Text and 
phase to quantitative data . 
assess 
competitors 
and later 
stages to 
evaluate 
prototypes. 
Prior to 
designing, to 
evaluate 
competitor 
products, or 
later to assess 
several mock 
ups and the 
final 
prototype. 
Design 
development 
and prototype 
testing. 
Prior to 
designing, to 
evaluate 
competitor 
products, or 
later to assess 
several mock 
ups and the 
final 
prototype. 
Start of the 
design 
process, to 
gauge 
reactions to 
compet itor 
products, later 
in the design 
process to 
evaluate 
prototypes. 
Rating scale of 
emotional reaction, 
text description if 
used with emotion 
adjective list e.g . 
Mehrablan and 
Russel (1977). 
Statist ical analysis 
of quantitative 
data . 
Statistical analysis 
of quantitative 
data. 
Rating scale of 
emotional reaction, 
descriptors that 
can be used to plot 
a range of products 
on charts by the 
emotion they elicit. 
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Product and Computer database containing Images of Start of design Images and text. 
Emotion approximately 350 products. Along with the process, prior 
navigator images are anecdotes about the products to concept 
Desmet from the owners, details of the emotions they generation to 
(2003) evoke and the concerns and reasons for those begin to 
emotions. understand 
more about 
emotions. 
Product Tool that provides a quantitative measure of Early research Text and 
Attachment emotional attachment to a product. phase to quantitative data. 
Scale assess 
Mugge, consumer 
Schifferstein, attachment to 
Hendrik and existing 
Schoormans products. 
(2004) 
User Compass Creative communication method that allows Early research Ranking of 
Chart - UCC consumers to rank products/features in a phase to characteristics, 
Sper/ing matrix and describe reasons for choice to assess descriptors. 
(2005) designers. competitors 
and later 
stages to 
evaluate 
prototypes. 
Emo Tool currently in development that aims to Evaluation Imagesl video data 
Laurens measure consumer emotions during product stage to and physiological 
(2006) use. Video playback of interaction and assess measurements e.g. 
consumer commentary used to assess change prototypes. ca rd iac function. 
of emotion during use. 
Table 3.1: Pleasure/ emotion specific tools and methods. 
The methods and tools that are summarised in Table 3.1 provide a broad range of 
support for designers in designing for emotion . However, there are a number of 
issues regarding these methods that warrant further discussion . The first area is 
the stage of the design process for which they are most suited . 
It is evident from Table 3.1 that the majority of the tools are most suited for use 
during the latter stages of the design process, predominant ly for the evaluation of 
prototypes or fina l concepts . The evaluative nature of tools such as SEQUAM and 
SAM also make them suitab le for competitor assessments in t he earlier stages of 
the design process to benchmark other products in the market place from an 
emotional perspective. Of the tools summarised in Table 3.1, the Product and 
Emotion Navigator (Figure 3.3) and the Product Attachment Scale are the on ly 
methods specifically developed for use early in the design process, to support 
designers in understanding more about the manner in which products can elicit 
emotions or give them a sense of the level of attachment someone has to a 
product. However, both of these tools do have weaknesses. The Product 
Attachment Scale provides a value that indicates the level of emotional attachment 
that a consumer has to a product, but it does not give the designer an 
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understanding of how this emotional attachment has developed or a sense of how 
pleasure has been elicited. Conversely, the Product and Emotion Navigator does 
focus upon case studies of products, the emotions they elicit and the underlying 
causes for that response. However, its limitation is that little information is 
provided about the consumers that form the content of the database. 
IIDD 
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Figure 3.3: The Product and Emotion Navigator. 
This information would allow the designer to spot patterns between different types 
of consumers and the emotional responses that may be consistent across that 
group, as well as promote a greater sense of empathy with consumers. 
Nevertheless, as Desmet (2003) argues, browsing the database educates the 
designer in the processes that underlie product emotions, making it an effective 
tool for inspiration and discussion . Evidence would suggest that although a number 
of the methods covered in Table 3.1 can be used early in the design process to 
benchmark competitor products, there is currently a lack of support for designers in 
the earlier stages of designing. 
Another issue relates to the type of data that the tool uses or produces. Literature 
presented at the start of this chapter indicated that designers have traditionally 
been supported by data and tools that are not best suited to the manner in which 
they work. A criticism of a number of the tools in Table 3.1, such as Kansei 
Engineering or SEQUAM, is that they rely heavily upon empirical methods and 
statistical evaluation of the data to produce conclusions. These methods have been 
used extensively by multinationals such as Fiat, Mazda, Nissan and Mitsubishi, 
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where technical support for implementing such strategies is clearly present. It is 
likely that this level of support would not be available within smaller design firms. 
The stage of the design process that the method is most suited to also has 
implications upon the type of data that is required. Methods such as Kansei 
Engineering, SEQUAM and SAM all require prototypes, or mock ups for evaluation. 
This has inherent cost and time implications. However, their value may lie in the 
fact that they can directly lead to design decisions, as a number of features that 
have been prototyped can be analysed and compared in an empirical fashion and 
definitive statements can be made regarding which elicits the desired emotions. 
However, such rigourous, empirical approaches may not appeal to the way in which 
designers work (Feeney and Bobjer, 2000). Furthermore, it has to be asked 
whether the majority of designers are familiar with the procedures and 'best 
practice' of how to deal with such data (Hasdogan, 1996). 
Nevertheless, some of these methods do cater more directly to the visual nature of 
designers. PrEmo (Figure 3.4) and the Product and Emotion NaVigator both use 
animations and images to capture or represent information. A real strength of 
PrEmo is the use of expressive animations to convey emotions as this makes it 
applicable across different cultures and can eaSily be used by designers to capture 
consumers' emotions in relation to a design. The Product and Emotion Navigator is 
also highly visual and allows the designer to browse the database contents in a 
flexible and visually interesting manner. The nature of these tools makes them 
more suitable for the unstructured early generative stages of designing. 
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Figure 3.4: The PrEmo animated interface allows consumers to rate the emotional appeal of different 
designs. 
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Another issue for any method that has been developed is the type of support it is 
intended to give. Methods such as Kansei Engineering and SEQUAM give clear 
support towards design decision making, something that is necessary at the stage 
of the design process in which they are used. A failing of SEQUAM may be its focus 
specifically upon the sensorial aspects of a product, neglecting other ways in which 
pleasure may be eliCited. Kansei Engineering is also highly 'product focused', 
looking at physical product characteristics and the emotional reaction they induce. 
It also views products as conSisting of several components and does not take a 
holistic view of the product, which may not be in parallel with the manner in which 
we perceive products (see section 2.2). However, from a practical viewpoint, 
unless design elements are separated and analysed independently, it is difficult to 
see how it is possible to give designers useful guidelines as to what features elicit 
particular responses (Jordan, 1999). 
It has been proposed that there is a lack of support for designers in the initial 
generative stages of design. Methods such as PrEmo, UCC, the Product Attachment 
Scale and SAM, can all be adapted or have been developed for use speCifically for 
researching or benchmarking existing products and this is a valuable process. For 
example, PrEmo has been used by Desmet, Hekkert, et aI., (2003) to compare 
several models of cars. The results are plotted in a 'product and emotion' space 
(Figure 3.5). The pleasant emotions are labelled with a triangle and unpleasant 
ones with a square. It is evident that cars in close proximity to each other elicit 
similar emotions, while those plotted far apart elicit differing emotions . 
• tksIl!UltilCltOrl 
A •• dbgust 
• Indig l'lat>On 
F 
• 
<XIf\letllpr . ~ 
~\tmIlnt • 
.-
.B 
Figure 3.5: Product emotion space created from results of a PrEmo analysis. 
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This allows designers to gain a better understanding of the emotions consumers 
feel when they view existing products and whether similar products offer the same 
emotional response. A failing of PrEmo and similar methods such as SAM and the 
Product Attachment Scale, is that the support it provides only indicates the 
emotional reaction or the magnitude of this reaction. These methods do not 
support the designer in developing a deeper understanding of why the emotions are 
elicited. Of those methods described, only the Product and Emotion Navigator 
offers this type of support. 
In conclusion, the methods and tools described in Table 3.1 show a relationship 
between the stage of the design process that a tool is intended to be used and the 
data and support that It offers. Methods such as Kansei Engineering and SEQUAM 
are predominantly used late in the design process and offer direct support to design 
decision making regarding tangible product features . The data that is used often 
involves statistical analysis and an understanding of empirical methodologies, from 
which, definitive decisions can be made. Table 3.1 shows that there are a number 
of tools available to the designer to support them at this stage of the process. 
Conversely, methods such as the Product and Emotion Navigator offer support in a 
less direct manner; inspiring and educating designers in the earlier generative 
stages of designing. These stages are characterised by a steady flow of Ideas and 
concepts, often developed in an informal manner. Visually stimulating and flexible 
tools such as the Product and Emotion Navigator are more suited to this 
unconstrained part of the design process, than the more rigourous methods used 
later when definitive decisions need to be made. Table 3.1 shows that there is a 
lack of support for designers at this stage of the design process, the support that is 
available, is predominantly focused on the benchmarking or assessment of existing 
products. There is clearly a need for tools that can educate designers about 
different consumers and the manner in which pleasure and emotions can be elicited 
by products. There is also a clear 'gap' for a tool that takes a more 'people-
focused' approach; few of the tools discussed focus on people, their characteristics 
and the emotions they seek and gain from the products they own. 
3.3.2 Related research methods 
In the previous section methods that have been created to support designers in 
understanding how products elicit emotions and in developing products that achieve 
a desired emotional response were outlined. However, there are a number of 
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related research methods that may also offer designers guidance in this area. 
These methods and tools fall into two categories. The first are tools that offer 
designers support In a very specific area of design, the second, are more generic 
tools and methods that can be adapted to take a more pleasure focused approach, 
or can be used by designers to gain a more holistic understanding of consumers. 
3.3.2.1 Tools with a specific focus 
These tools/methods are characterised by a focus on a specific aspect of a product's 
design. They are often useful in supporting the designer in understanding or 
assessing emotional responses to the more tangible aspects of a design, e.g. 
materials, colour, sound. These tools are summarised in Table 3.2. 
Method/Tool Description/Comment Appropriate Data 
Developer stage of use in representation 
design process 
Visual Scanning Method to assess and describe the visual Early research Ranking of 
Technique properties of products. The product is phase to assess visual features 
Warel! (2000) visually scanned and major visual features competitors and to define the 
noted, a pair comparison method is then later stages to most significant. 
used to create a ranking for the features evaluate 
to show which are considered to be of prototypes. 
most visual importance to the design. 
C%ur Emotion Tool that supports designers In Evaluation and Plots showing 
Model understanding the relationship between prototyping colour and 
Qu, Luo, colour, colour combinations and resultant stage when emotion on a 
Woodcock and semantic terms. colour decisions scale. 
Wright (2004) are being made. 
HADRIAN 30 human modelling CAD system that lnitial 30 CAD images, 
Porter, case, includes data about real individualS of conceptualisation video clips, 
Marshall, Gyl and varying capabilities. The data conSists of stage of the anthropometry, 
Sims, (2004) individuals' body dimensions, information design process task analyses 
regarding their ability to conduct baSic and during the data (error 
tasks, as weU as cognitive and emotional evaluation of rates, task 
data. The tool allows designers to conduct vi rtual times). 
virtual task anlyses using the 'population' prototypes. 
of the database, faCilitating inclusive 
design. The emotional and cognitive 
information builds a sense of empathy 
between the designer and their intended 
user . 
Product Sound Software based library that allows Initial stages of Use of 
Design. designers to build and manipulate different designing, where Pictograms 
Ozcan and Van product sounds to create the 'desired' concepts can be (icons) to 
Egmond, (2004) characteristiCS for a product. Different developed and represent 
component sounds within the library are tested . different 
represented visually using descriptive sounds . Audio 
Pictograms (icons) that allow the designer output. 
to quickly and easily navigate and develop 
different sounds. These sounds can then 
be further manipulated in the software and 
used to assess consumer reactions and 
preferences. 
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Skin 2.0 
Saakes and Keller 
(2005) 
Sensotaet 
Renault 
Automotive 
manufacturer 
Interactive device that projects different 
material and surface finishes onto 
prototypes. Allows designer to visualise 
and assess effect of different material 
finishes at a low cost. 
System that allows designers to describe 
different material finishes using 10 
different descriptors, each with an B point 
scale. The kit consists of etched polymer 
plates that describe each word and can be 
used to assess reactions to finishes and 
improve communication amongst 
designers. 
Improves 
awareness of 
material issues 
earlier in 
process, but best 
suited to later 
evaluation 
stages when 
prototypes can 
be used. 
Evaluation and 
prototyping 
stage when 
material choices 
can be 
associated with 
emotional 
responses. 
Images/textures 
projected onto 
produet. 
Descrlptors and 
scale value 
identify different 
textures. 
Table 3.2: Research methods with a specific focus. 
The methods outlined in Table 3.2 have much to offer designers in supporting 
designing for pleasure. Perhaps the two that have most relevance to this research 
programme are HADRIAN and Product Sound Design. These are both interactive 
software databases that allow designers to access a 'population' (of people or 
sounds) and manipulate that data to gain a better understanding of an aspect of 
design . HADRIAN is principally a too l to support inclusive design; the emotional 
content is provided by embedded video clips and information about the people that 
constitute the database population . Figure 3.6 shows the main HADRIAN interface, 
the personal anthropometry of a person in the database and embedded video clips 
of the person doing everyday tasks. 
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Figure 3.6: The HADRIAN interface showing embedded video cl ips of people doing everyday tasks and 
their personal anthropometry. 
Although HADRIAN does not specifically focus on pleasure per se, it allows the 
designer to build empathy with the consumer; all of the data is based upon the 
dimensions and capabilities of real individuals. Unlike standard anthropometric 
tools that utilise ' faceless' mannequins, HADRIAN maintains the link between the 
data that is presented to the designer and the consumers from whom that data 
originated . Figure 3.7 illustrates the results from performing a task analysis 
exercise using HADRIAN. Virtual models of a design can be created and a user trial 
can be run utilising the population of the database. The tool again encourages the 
designer to have empathy with the consumer, as the database highlights those 
individuals who could not complete the task . The designer can then further analyse 
the reasons why that individual failed the task and begin to develop the design to 
be more inclusive. 
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Figure 3.7: The results of a HADRlAN task analysis, showing the members of the database who failed 
the task. 
The Product Sound Design tool focuses specifically on the perceived qualities of 
product sounds. The tool has a highly visual interface that uses icons, termed 
Pictograms (Figure 3.8), to represent different sounds and product components. In 
terms of this study, the software interface and its visual nature represent a 
successful attempt to create a tool that is more suited to the manner in which 
designers work and communicate. 
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Figure 3.8: Pictogram icons used in the product sound design tool, a visual way representing the 
different sounds in the database. 
Several other tools were also outlined in Table 3.2, e.g. Skin 2.0, Sensotact, Visual 
Scanning . These are all valuable methods that can increase a designer's awareness 
of specific aspects of a product's characteristics, such as material finishes or 
semantic features. A key characteristic of all the tools described in this section is 
that they focus on a specific characteristic of deSign, e.g. sound, texture or visual 
appeal. This highly focused approach makes them intrinsically more suited to the 
more detailed stages of the design process e.g. development of final prototypes. 
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The use of such tools may increase a designer's awareness of how pleasure and 
emotional reactions can be triggered by different product features. However, they 
lack the broad scope of the more pleasure focused methods outlined In the previous 
section. 
3.3.2.2 Generic methods 
Outlined In Table 3.3 Is a broad selection of methods that can be employed by 
designers to gain a more holistic view of consumers. These methods are generally 
more informal and flexible and can be adapted and used by designers in an intuitive 
manner. 
Method/Tool 
Developer 
Semi-structured 
interviews 
Jordan and 
Servaes (1995) 
Product 
Personality 
Assignment 
Jordan (1997) 
Case studies 
Macdonald (1998) 
Postdesign Toolklt 
Sanders (1999) 
Cultural probes 
Gaver, Dunne and 
Pacenti (1999) 
Description/Comment 
Jordan and Servaes used a semi-structured 
interview technique in discussing 
'pleasurable' products with consumers. 
During the interviews subjects discussed the 
products that they owned that gave them 
the most pleasure. Emotional sensations 
such as security I comfort, pride and 
nostalgia were all noted and associated with 
product properties such as functionality. 
usability, aesthetics and status. 
Abstract evaluation techniQue that involves 
consumers developing theoretical 
personalities for different products. 
Encourages designer and consumer to 
consider semantic meaning of products. 
Macdonald utilised Jordan's (1997) 
conceptual framework of Four Pleasures in a 
series of case studies of products and their 
particular design features in relation to the 
types of pleasure they may elicit. 
Toolkits that faCilitate communication 
between designers and consumers. Toolkits 
use 20 materials and 3D components to 
allow consumers to express their thoughts, 
feelings and emotions about a subject ar a 
deSign. 
Explorative research method that captures 
people's emotional experiences in words, 
images and sounds. The 'probe' is a 
package that is sent to partiCipants. It 
Appropriate Data 
stage of use representation 
in design 
process 
Early in the 
design process 
to increase 
awareness of 
pleasure 
related issues. 
Early research 
phase to 
assess 
competitors 
and later 
stages to 
evaluate 
prototypes. 
Early in the 
design process 
to increase 
awareness of 
pleasure 
related issues, 
to assess 
competitors 
and ta 
evaluate 
prototypes. 
Early 
generative 
stages of 
designing. 
Early research 
phases of 
design process 
to inspire 
Qualitative text 
descriptions. 
Qualitative text 
descriptions. 
Qualitative text 
descriptions. 
20 and 3D 
Images, 
collages, 
madels. 
Qualitative text 
descriptions, 
images, sound 
clips, collages, 
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Inspiration and 
Assessment Cards 
(lA cards) 
Hummels (2004) 
Focus groups 
Various 
Scenario building 
Various 
contains different tasks which the participant 
is asked to perform, as well as material they 
may need, such as coloured pens, questions 
cards, diaries, audio recorder, camera and so 
on. The tasks that the participant Is asked 
to perform relate to the context of the design 
project. 
A set of Images that ca n be used by 
individuals to communicate their thoughts, 
feelings and emotions. The cards are 
categorised under different themes e.g. 
people, products and environments and they 
can be used to initiate and improve 
communication between designers and 
consumers or between designers 
themselves. 
Focus groups allow designers to have direct 
contact with potential users, allowing them 
to elicit information about their experiences, 
aspirations and needs. They typically 
involve the discussion about several broad 
topic areas with a number of consumers 
(apprOXimately 6-8). 
Established technique that Involves the 
creation of fictional scenarios of 
product/system use in order to explore ideas 
within an existing or future context. Often 
real consumer's attitudes and capabili ties are 
modelled to add realism to a scenario. They 
take the form of a storyboard, film, 
animation, or play. 
concept 
generation 
and 
understand 
the consumer. 
The cards are 
suited for use 
during the 
ea rly stages of 
the design 
process, but 
can also be 
used later to 
assess the 
emotions that 
a product may 
evoke. 
Start of the 
design process 
to research 
consumer 
attitudes of a 
speCific 
subject area. 
All stages of 
design. 
diaries, maps 
(dependant 
upon contents 
of probe). 
Descriptive 
words, images 
facilitate 
discussion . 
Qualitative text 
descriptions. 
Images, 
schematics, 
story boards, 
text 
descriptions. 
Table 3.3: Methods to support designing for emotion. 
The generic methods outlined in Table 3.3 could be used by desig ners to develop a 
greater understanding of the pleasure needs of the consumer or as more novel 
ways to interact and develop a dialogue with consumers about subjects such as 
product pleasure. Unlike the very specific methods outlined in the previous section 
that often produce quantitative data that directly guides design decisions, these 
methods tend to produce qualitative information, that can be in any number of 
forms, ranging from text descriptions, to interactive 3D models or storyboards, 
which can be used to inspire designers and increase their awareness of consumer 
pleasure. These methods are also broadly more flexible and open for adaptation by 
designers to suit their own needs for information . For example, focus groups, case 
studies and semi-structured interviews can be used to address any number of 
subject areas at any stage of the design process. 
Some of the tools shown in Table 3.3 have been developed to facilitate exploration 
and communication between designers and consumers and amongst designers 
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themselves. Cultural probes and Postdesign toolkits for example, are useful tools 
with which to collect information and explore a subject area with consumers in a 
more interesting and abstract manner. For example, a Post design toolkit creates a 
'visual language' that enables all of the stakeholders to contribute directly to the 
development of products, goods and services (Sanders, 1999). 
Sanders (1999) argues that traditional market research methods have focused on 
what people say and think (e.g. focus groups, surveys), this forms the top level of 
Figure 3.9; what people say. Traditional design research has primarily focused on 
observation (e.g . task analYSiS, video ethnography), looking at what people do with 
products and how they use them, forming the next level of Figure 3.9; what people 
do. The 'generative methods' of Post design however, focus on what people make 
(from the toolkits they are provided with) to express their thoughts, feelings and 
dreams to form the final level of Figure 3.9. It also illustrates how these three 
approaches can combine and allow designers to establish empathy with people 
(Sanders, 1999). 
Say 
Figure 3.9: The 3 approaches of Post design. 
Consumers use the tool kit to express feelings, thoughts and ideas, often in the 
form of a collage, map, story, plan and or memories (Sanders, 2000). The results 
of using these generative tools are often highly projective and are suited for use 
within the generative stages of the design process (Sanders, 1999). 
Cultural probes (Gaver, et ai., 1999) offer a similarly abstract and creative way of 
interacting with consumers. The probes are traditionally sent to consumers, who 
work through the various research tasks, then return the package to the 
researchers. While they provide a rich level of data, cultural probes are time 
consuming and often costly. The data that is recovered are highly subjective and 
specific to very small segments of the population. Furthermore, the question has to 
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be raised of how such data is interpreted; it is not suited to empirical testing, 
largely due to its subjective nature and format i.e. images, text, etc. The 
conclusions and Information that are drawn from the data Is based largely on the 
designer's intuition and their own interpretations; which has its own inherent 
implications on validity. Nevertheless, tools like Post Design tool kits and Cultural 
probes are highly visual and suit the manner in which designers work. They also 
provide a common language with which designers and consumers can develop 
dialogue about any number of subject areas. 
Case studies and semi-structured interviews are also useful methods in the context 
of this research programme. The examples described in Table 3.3 indicate the 
successful use of these methods to evaluate and assess the pleasure eliCited by 
eXisting products. The methods are suited for use early in the design process, to 
explore competitor products and to begin to understand more about the pleasures 
that a particular demographic may gain from a product, thus provid ing inspirat ion 
and guidance to designers. They are also suitable for use during the evaluation 
stages of design to assess prototypes. Unlike a number of methods outlined in this 
chapter, these are flexible enough to assess all pleasures associated with products, 
as opposed to being focused solely on one particular characteristic. Traditionally, 
the output of such methods is often in the form of text summaries or interview 
transcripts, however, the information from these methods could be represented in a 
more innovative and engaging manner that would appeal more to designers. 
In Table 3.3 methods such as focus groups and scenario building are described as 
techniques that designers can use to gain a more holistic view of consumers. 
'A focus group is a collection of individuals that have been brought together 
to discuss a particular topic, issue or concern. A moderator (the chair) 
provides a framework and structure to the meeting, integrating open ended 
questions to promote discussion.' 
(McDonagh-Philp and Bruseberg, 2000) 
Focus group discussion allows designers to have direct contact with potential 
consumers, allowing them to elicit information about their experiences, aspirations 
and needs. Although traditionally conducted by market researchers and specialists, 
there is a growing belief that designers can benefit greatly from carrying out focus 
groups themselves (McDonagh-Philp and Bruseberg, 2000). 
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Focus groups elicit great quantities of subjective data about peoples' beliefs and 
attitudes. Their subjective nature means that the information is not suited to 
generalisations across a broad population, but they may provide useful data where 
in-depth knowledge about the reasons for people's behaviour is required (Morgan, 
1998). The validity of data can also be improved by 'purposive sampling'; the 
selection of participants that closely represent target user groups (McDonagh-Philp 
and Bruseberg, 2000). Focus groups are a useful research method for the start of 
the design process, allowing designers to broaden their 'empathic horizon' and 
focus on consumer needs at an earlier stage of the design process, rather than 
focus on existing solutions (McDonagh-Philp and Denton, 1999). As well as being 
able to tailor focus groups to specifically investigate ' pleasure', the contact with 
consumers can also give the designer a greater sense of empathy. 
Focus groups also offer a useful opportunity within which to use methods such as 
Product Personality Assignment, also described in Table 3.3. This abstract research 
method involves the designer and consumers developing a series of theoretical 
personalities and lifestyles for different products. This method encourages the 
designer and the consumer to consider the semantic meaning of different products. 
It also gives designers insight into how products are perceived by consumers. 
Scenario building is also an example of a powerful exploration, prototyping and 
communication tool that is particularly useful early in the product design process 
(Fulton Surl and Marsh, 2000). It has commonly been used to evaluate and 
establish reasons for product related accidents (Kriefeld, 1987) or the assessment 
of current user tasks within their prescribed domain (Reisner, 1992). However, the 
use of scenario building has more recently become predominantly established as a 
way of exploring future design solutions or systems (CarroIl1995, Joe 1997). 
Nardi (1992) defines scenario building as: 
'a set of users, a context and a set of tasks that users perform or want to 
perform ... it blends a carefully researched description of some real ongoing 
activities with an imaginative futuristic look at how technology could support 
those activities better.' 
The process involves the creation of a series of fictional portrayals, with specific 
characters, events, products and environments that explore ideas within a future 
context (Fulton Suri and Marsh, 2000). The scenarios can be in the form of stories, 
sketches, photos, Videos or even dramatisations. The outcome is often more 
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rewarding if 'extreme' users are considered and the users are based on real people, 
allowing greater empathy and an understanding of their lifestyle, motivations and 
aspirations. Utilising associated methods such as Extreme Characters 
(Djajadiningrat, et aI., 2000) or Personas (Grudin and Pruitt, 2002) in creating 
people to develop scenarios around can lead to a more effective outcome. This 
increased user involvement moves the process away from evaluation towards co-
designing (Bodker and Madsen, 1998; Nielsen, 1998). The generated individuals 
are then assigned tasks and issues within various contexts and then, the 'product' 
(either well defined or conceptual) is integrated to assess how it may affect the 
scenario. 
Scenario build ing provides a useful process of integrating the different aspects of 
interacting with a product into a coherent 'story' that assesses psychological and 
emotional issues, as well as physical and cognitive ones. It Is a quick and 
inexpensive way to visualise design concepts early in the design process, allowing a 
greater focus for decision making. One of the strengths of this process is that it 
encourages synthesis and stimulates conversation amongst the design team, but is 
still grounded on sound ergonomic information about users and the context of the 
task(s) . 
The examples of generic research methods that can be used by designers to 
support designing for pleasure have much to offer this programme of research. 
These methods are characterised by being flexible and easily adaptable to suit a 
pleasure focused research strategy and are well suited for use at the start of the 
design process to educate and inspire designers. However, unlike the specific 
methods described in the previous section, the resultant data is often qualitative 
and highly subjective and the conclusions that are drawn from these data are 
largely based upon the designer's intuition. 
3.4 Conclusions 
In this chapter, there was an initial focus upon a number of issues related to 
developing tools and methods for designers. It is apparent from current literature 
that there Is a communication gap between design and other related diSCiplines, 
which has often led to the misuse or lack of use of much of the support that 
disciplines like ergonomics provide. A review of the design process also highlighted 
issues relating to the delivery of this support and concluded that, often ergonomics 
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input is sought too late in the design process after critical decisions have been 
made. The conclusions from this initial review were clear: 
1. The manner in which a method/tool operates and the information that it 
presents must be in a format that is sUited to designers. 
2. There Is a need for tools that can be Integrated Into the earlier stages of 
designing; many ergonomics methods already support the later stages. 
3. Tools/methods that are developed must suit the stage at which they are 
intended to be used. 
A number of different research methods and tools were then discussed. The first 
group of methods offered direct support for designing for pleasure. These methods 
were characterised by use either early in the design process to benchmark 
competitor products, or in the later stages of the design process for the evaluation 
of prototypes. It was apparent that there was limited support available to 
designers early in the design process in terms of tools that can guide, inspire and 
help them understand how pleasure can be elicited . 
The fact that these methods have been developed predominantly for use in the 
latter stages of designing has implications on the data that they use and deliver. In 
these later stages, direct support is required by designers in order to make critical 
design decisions. Often prototypes are created and evaluated and redesigned to 
arrive at a final design solution. As a result, many of these methods utilise 
empirical research strategies and the statistical analysis of quantitative data from 
which conclusions can be drawn. The question has been raised (section 3.2) 
whether designers are familiar with conducting such research with the level of 
sCientific rigour required or whether they have sufficient support to use such 
methods in the majority of design companies. Additionally, these methods are 
highly product focused (in part due to the point at which they are implemented) 
and there is evidence to suggest that there are a limited number of methods that 
offer designers support from a 'people-focused' perspective. 
A number of other related research methods were also discussed in the chapter. 
These fell into two categories, the first of which were methods and tools that 
provided support for a very specific area of design. Several tools were presented 
that could be used by designers to guide them in areas such as product sounds, 
textures and colour; all from the perspective of the emotions that they elicit. 
Typically, these methods can be used at the start of the design process to 
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benchmark competitor products or in the case of HADRIAN and Product Sound 
Design, to begin to develop concepts and prototype design features earlier in the 
process. They are also suited for use later In the design process, when more 
definitive decisions about such characteristics are made. These two tools in 
particular provided an interesting case in point in the context of this research 
programme, as both are interactive computer programmes that deliver information 
to designers in an original and engaging manner. HADRIAN also gives the designer 
a sense of empathy with the consumer, as the data that drives the tool is based 
upon real life individuals. This empathetic link between the data and the real 
consumer is strengthened by the use of embedded video clips and personal 
anthropometry profiles for each individual in the database. 
The second group of related research methods covered more traditional techniques 
such as focus groups and interviews, as well as more abstract methods to support 
data collection e.g. cultural probes. These methods can be utilised and adapted by 
designers to suit their information needs and in this instance were discussed from 
the perspective of adaptation to support a focus on pleasure. 
These methods tended to be more flexible and useful from the start of the design 
process to help designers understand the pleasure needs of different consumers 
and to facilitate discussion . Methods such as semi-structured interviews and case 
studies could prove to be valuable methods in guiding and inspiring designers from 
the earlier generative stages of designing. However, it was also noted that many of 
these methods produce qualitative and subjective data that is hard to evaluate in 
an empirical manner. The conclusions that are drawn from these techniques are 
often reliant upon the intuition of the designer. However, the resultant data is also 
suited to adaptation into a more 'designer friendly' format. 
There are clear indications that a tool that supports designers earlier in the design 
process, making them more aware of the pleasures consumers can gain from 
products, would be of value. Methods that support this stage of the design process 
must remain flexible in their nature in order to suit the more fluid conceptual stages 
of designing. In addition, they must also offer data in a format which appeals to 
designers. 
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Chapter fou r 
Research methodology 
In this chapter the research methodology is developed. The literature presented in 
chapters two and three highlighted the fact that currently, little is known about 
designers' attitudes towards consumer pleasure or about their needs for tools 
developed to support them. The methodology for an investigation into this area is 
presented in this chapter. There is then an overview of the research methodology 
for the development of the design resource, with a particular focus on the collection 
of the data that will form its content and the manner in which it will be developed. 
The chapter concludes with a summary of the research methodology for each of the 
investigations that were conducted. 
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4.1 Introduction 
In order to satisfy the objectives of this study outlined in chapter one, it is 
necessary to develop a research methodology that provides a structure for the 
project. The literature that has been reviewed in the previous three chapters has 
shown that pleasure is of growing importance to consumers and that a number of 
theories and tools have been developed to support designers in meeting this 
growing need. However, a number of issues still remain unresolved. There is a 
lack of literature available regarding designers' attitudes towards pleasure in 
design. Additionally, while there is a great deal of literature describing theories and 
tools that designers can use to design for pleasure, there is comparatively little 
understanding about designers' current practices in designing for pleasure or their 
needs and desires for tools developed to support them . 
It is necessary to investigate thi s area further and there is a conseq uent need to 
develop a methodology to govern the creation and development of the resource. 
This must address the underlying principles that will lead the data collection. The 
methodology at thi s stage, is however, relatively flexible; it is likely that the Initial 
investigation into contemporary designers ' attitudes and needs will alter 
subsequent strategies to some extent. 
4.2 Understanding designers' needs 
The first major investigative stage of the research programme was to understand 
more about designers' attitudes towards consumer pleasure, their current practices 
and their needs from methods and tool s developed to support them. There is 
currently little literature available on this subject. This study was exploratory in its 
nature and it was decided that a qualitative approach would provide the depth of 
information that was required. Qualitative research involves methods such as field 
resea rch, partici pant observation, in-depth interviews, ethnomethodology and 
eth nographic research (Chadwick, et aI., 1984) . It is characterised by allowing the 
researcher to gain 'first hand knowledge about the empirical social world in 
question ' (Filstead, 1970). 
Chadwick, et al. (1984) assert that qualitative research aims to describe socia l 
real ities from the perspective of the subjects, not the observers. This is the 
underlying aim of the first study; to understand designers' attitudes and needs in 
relation to pleasure and supporting methods. It is evident that little information is 
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available on this subject; theories on the design process and research into the 
communication difficulties between design and other disciplines do not provide 
enough detail to inform the development of a tool. As such, the first study can be 
deemed as being based upon grounded theory (Strauss and Corbin, 1994). 
Quantitative research methodologies traditionally involve the testing of a 
hypothesis that is derived from theory; qualitative research tends to move in the 
opposite direction in a process called analytic induction (Frankfort-Nachmlas and 
Nachmias, 1996). In this case, data are collected, hypotheses developed and 
tested and theories created based upon the data; this is the main principle of 
grounded theory, as the theories that develop are 'grounded' in the data that are 
collected. The theories that will be used to inform the development of a design tool 
will be grounded in the findings from the first study. 
4.2.1 Sampling strategy 
In order to produce an effective tool, It Is necessary to capture information from a 
wide variety of designers and it is essential that the views of practising designers 
are sought. It was decided that the investigation would be conducted with two sets 
of participants; student and academic designers and then practising designers. The 
reasons for this were largely practical. Access to student and academic designers 
was straightforward and this would allow a useful starting point from which to 
explore the subject in a fairly loose and informal setting. This investigation would 
act as a precursor to that conducted with practising designers. From a practical 
perspective, this would allow time to recruit partiCipants from industry and would 
provide a useful opportunity to refine the research methodology prior to its use in 
the more time constrained professional context. 
A non-random sampling strategy was used in both cases, specifically, purposive 
sampling. Purposive sampling involves the researcher using his or her expertise to 
select subjects who represent the population being studied (Chadwick, et aI., 
1984); in this instance, the population were 'designers'. Small sample sizes were 
used across both sets of participants, as it was felt that the quality and the richness 
of the information were paramount. However, it was important that the sample 
sizes remained similar, so as not to bias results in favour of either group. 
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4.2.2 Method of investigation 
Robson (1993) defines three broad methods of research that may lend themselves 
to the first study; observations, interviews and questionnaires. Observations would 
provide a rich source of data on this subject; however they may not be practical 
considering the subject matter. Observing designers' practices may not prove 
convenient in an industry setting and there may be issues concerning the sensitivity 
of the processes being conducted (e.g. sensitivity of information). Additionally, as 
was shown in chapter three, designing is a highly informal process dependent upon 
the creative and instinctive responses of individual designers (Hasdogan, 1996); 
observations of the process would be hard to structure and analyse. In addition, it 
would be difficult to draw consistent conclusions on the specific subject of pleasure 
and the associated attitudes and methods. Furthermore, this would require a long 
term investment of time and resources across several different design studios to 
thoroughly capture the relevant data. 
Questionnaires can be suited to both quantitative and qualitative data collection. 
They are efficient in terms of time and can be administered to a large number of 
participants; however, they are more suited to closed questions and traditionally 
have a low response rate (Robson, 1993). Considering the exploratory nature of 
this study, questionnaires were deemed not to be a suitable method of data 
collection. 
It was clear that interviews offered the most appropriate research strategy for this 
study. Robson (1993) highlights several advantages to the use of interviews; they 
allow face to face interaction with the subject, they are efficient and give rich data. 
They are a flexible method that can be adapted easily and crucially, in the context 
of this study, they are suitable for exploratory investigations. Additionally, they 
offer a practical solution to data collection for this study; it is necessary to garner 
the views of several designers in a short timeframe and in situations where the 
participant may not have a great deal of time to offer. The subject matter is one 
that may also lead to further discuSSion on several different topics, something that 
an interview would be flexible enough to allow. 
64 
4.2.3 Interview strategy 
Oppenhelm (1992) classifies three main types of Interviews: 
Structured/standardised interviews; these are highly structured interviews that 
usually contain a set of specific questions and a number of predetermined 
response categories . The procedure is administered in exactly the same way 
for each participant and the subject selects their response from those provided 
(Chadwick, et aI., 1984). 
Exploratory interviews; the interviewer explores a number of topics with the 
particpants. They are often in depth and lacking in structure and the 
interviewer tends to be more active in the process (Oppenheim, 1992). 
Semi-structured interviews; these lie in-between standardised and exploratory 
Interviews In terms of the level of structure that is employed. The Interviewer 
often has severa l discussion topics similar to an exploratory interview, but also 
a set of prompts and ancillary questions that can be used to probe deeper 
during the session. 
Of these different interview types, exploratory interviews are the most suitable for 
this study. There is currently a lack of knowledge in this subject area . The 
exploratory interview allows discussion of several different topics with participants 
and provides enough flexibility for them to expand on specific issues should they 
wish to do so. 
It was envisaged that the interviews with practising designers would occur under a 
greater time pressure than those carried out within an academic setting. In order 
to maintain the effectiveness of the data collection in these circumstances, it was 
decided that the structure would change slightly for these sessions, becoming a 
semi-structured interview. This would still allow the discussion of all of the major 
topic areas and allow the interviewer to raise additional issues, utilising prompts 
and subsidiary questions, yet maintain a time efficient process. In essence, the 
first stage of interviews would remain open and exploratory in their nature and the 
second stage of interviews with practising designers would become semi-
structured; the structure being a synthesis of the findings from the first stage of 
interviews. 
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4.3 Development of the design resource/tool 
The strategy for the development of the design resource must focus on two distinct 
areas; the development of the resource itself and the collection of the data that 
will form the content. At this stage, the methodologies employed to deal with 
these two different aspects are heavily reliant upon the finding s from the first 
investigation with contemporary designers. However, it is possible to outline a 
number of strategies that may be employed and to make judgments regarding 
those which may be the most appropriate. 
4.3.1 Data collection strategy 
The previous investigation in this area (Porter, et aI., 2002) resulted in the 
development of a rudimentary design resource that consisted of both qualitative 
and quantitative data. It formed a useful starting paint to develop a strategy for 
the data collection methodology. Table 4.1 below summarises the data from the 
previous investigation (Porter, et aI., 2002). It is clear that the data that will form 
the content of the resource will be both qualitative and quantitative in nature. 
Data description 
Participant classification 
information (age, gender, 
etc.) 
Participant lifestyle 
information 
Participant attitudes to 
pleasure and design. 
Participant's most 
'pleasurable' products. 
4.3.1.1 Qualitative data 
Data format Data type 
Data collected through Quantitative, nominal data . 
Questionnaire, data used to 
classify other data. 
Data co llected through Qualitative data . 
Questionnaire. 
Collected through attitudinal Quantitative, nominal data. 
questionnaire, presented as 
histograms, statistically analysed 
where possible. 
Data collected through interview, Qualitative data, 
information presented as images 
and text summaries, 
Table 4.1: Data summation from a previous study (Porter, et al., 2002). 
The principle component of the previous investigation by Porter, et al. (2002) 
involved the collection of information regarding consumers and their most 
' pleasurable' products. This formed the starting point for the development of the 
qualitative data collection strategy. The preliminary objective is to col/ect a similar 
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pool of data where consumers discuss the three most 'pleasurable' products that 
they own. This data will not undergo statistical analysis, but will be subject to 
processing of some sort to develop it into the content of the design resource. A 
quantity of additional information will also be collected, this will principally be used 
to classify the different participants i.e. gender, age, income, etc. Although the 
premise of the qualitative data set relates to consumers and their most 
' pleasurable' products, it was likely that the nature of the data that was sought 
would be revised and refined in light of the results of the interviews with studen t , 
academic and practising designers. 
- Sampling strategy 
The sample size for the qualitative data set is not governed by the need to perform 
statistical evaluations. However, the principle behind the sampling strategy was to 
represent a population that would allow designers to compare and contrast 
between factors such as gender and age as the principle consumer characteristics. 
The sa mpling strategy stratified the 'population' into different age groups and 
genders and sought to collect a similar proportion across these criteria. It was 
evident from the investigation by Porter, et al. (2002) that the interview sessions 
required intensive effort by the participants, in terms of time and thought. In 
order to maintain a consistent standard in terms of quality and richness of 
information garnered from this investigation, a mixture of purposive and snowball 
sa mpling was employed. A purposive strategy allowed the researchers to target 
individuals who were appropriate, in terms of their gender, age, accessibility and 
willingness to participate. A snowball sampling strategy was then employed to 
further expand the sample size. Snowball sampling involves asking current 
subjects, during the study, to suggest possible participants who also fit the wanted 
characteristics (Chad wick, et aI., 1984). Through this process the desired sample 
size is steadily achieved. 
- Method of investigation 
The strategy used for data collection was governed by the subject of the study. 
The concept of 'product pleasure' was deemed to be one that would require 
explanation to the participants both in advance of the data collection and during. 
The strategy that was employed needed to remain flexible and allow the 
participant to fully explore and explain their attitudes to the subject matter. 
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However, this was tempered by a need to ensure that the data collection did not 
demand too much from the participant; a similar approach had already proven to 
be a time and effort Intensive process (Chhlbber, 2001). Additionally, the need to 
process the data and transform it into a readily digestible structure for designers 
meant that there must be a certain level of consistency and structure applied. 
Considering these factors, a semi-structured interview strategy was chosen. This 
would allow several topics to be discussed, but still facilitate processing. It would 
also allow a greater control over the direction of the interview, reducing the 
collection of extraneous data and controlling the effort and time needed from each 
participant. The data that were collected could then be processed and essentially 
each participant would then become a 'case study' on the subject matter at hand. 
4.3.1 .2 Quantitative data 
The preliminary investigation (Porter, et aI., 2002) discovered a number of 
indicative trends; however the sample size that was used did not support statistical 
evaluation. One of the objectives of this study is to further analyse these trends 
and validate any findings through statistical analysis. In order to achieve thi s, a 
suitable sampling strategy must be developed . 
- Sampling strategy 
The main findings from the previous study concerned the effect of consumer age 
and gender upon different attitudes towards pleasure. The objective of this 
investigation was to verify those findings and to develop the research further. As a 
result, the sampling strategy was governed by the need to collect data from a 
similar number of males and females and with an equal spread across different age 
groups; this would then allow the appropriate statistical tests to be applied . 
A number of non-random sampling strategies could be employed, such as (from 
Frankfort-Nachmias and Nachmias, 1996): 
Convenience sampling: selecting the sample from a population that is 
conveniently available e.g. college students 
Purposive sampling: selecting the sample based on judgements by the 
researcher as to those who appear to be representative of the population in 
question. 
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Quota sampling: selecting the sample based on matching a set quota. The 
quota is representative of the population being studied. For example, if a 
population is roughly half male and half female, the sample that is collected 
must show this ratio. 
It was felt that a quota sampling strategy was most appropriate, as this would 
provide a sample that would lend itself to statistical testing across age and gender. 
The quota involved the stratification of the population into distinct groups (in this 
case gender and several different age categories). The objective is to collect an 
even number of samples in each group, in order to allow statistical analysis. A 
minimum sample size of 200 is needed for percentage comparisons on more than 
two characteristics (Chadwick, et al., 1984). However, the target sample size is in 
excess of this in order to allow the appropriate analysis of the data. Additionally, 
the investigation has sufficient flexibility in terms of cost and time to collect a 
substantial sample size for this study. 
- Method of investigation 
It was clear that the study would involve a survey; this could take one of two 
forms, an interview or a questionnaire (Chadwick, et aI., 1984). A questionnaire 
survey would initially appear to be the obvious solution, however, these are 
traditionally self-administered and a mechanism for it to be delivered to the 
respondent and returned has to be created (Chadwick, et aI., 1984). Methods 
such as mail questionnaires have several advantages, such as low cost, anonymity 
and reduced biasing errors (Frankfort-Nachmias and Nachmias, 1996). However, 
this method does not lend itself to the sampling strategy that has been proposed. 
The topic of the survey also needs to be considered; the concept of 'product 
pleasure' may require explanation to a participant. The previous study by Porter, 
et al. (2002) utilised the Four Pleasure Framework (Jordan, 1997) as a basis for 
the survey; if this model is to be used again, it would also require explanation to 
the particpants. When the sampling strategy and the topic of the survey were 
considered, it was decided that an on-street survey would be the most appropriate 
way of conducting the investigation. This method would allow researchers to be 
present to explain the idea of 'product pleasure' to participants and still allow the 
quota sampling strategy to be implemented. 
It was decided that a standardised interview (Oppenheim, 1992) approach may be 
the most appropriate. This is a highly structured interview, where the respondents 
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are all asked the same questions and they select their responses from a 
predetermined list. This differs from a questionnaire approach as the interviewer 
is present to explain the principles behind the survey and to familiarise them with 
the subject matter. This approach is also an appropriate method considering the 
proposed sampling strategy, as a standardised interview method would suit an on-
street survey. Standardised interviews also have a higher response rate than the 
traditional mail questionnaire (Frankfort-Nachmias and Nachmias, 1996). A 
possible issue that has to be noted however, is that the presence of an interviewer 
may lead to bias in the responses, as subjects may give more 'socially desirable' 
answers (Dill man, 1978); careful consideration of the wording of questions and 
responses can reduce this effect. 
4.3.2 Resource development strategy 
The development of the design resource is another issue that the research 
methodology must address. However, the development strategy is based more 
upon conventional design approaches, as opposed to the scientific and 
experimental procedures involved with data collection. Much of the characteristics 
of the resource will be dependant upon the results of the study with designers; one 
of the major principles of the research project is the development of a design 
resource that satisfies designers' needs and desires. 
The conclusions of the first study will be used to develop a performance 
specification for the resource. Once this has been developed, it is important that a 
number of design parameters are set in place; these will largely be related to 
issues such as cost, time and technological constraints. 
The development process will then follow an iterative cycle of development and 
evaluation. This evaluation will initially be conducted by the researchers in order 
to produce a resource that essentially fits the performance specification; however, 
evaluation by designers is also necessary. The evaluation by designers is closely 
related to the collection of the qualitative data set as this will form the bulk of the 
content. It was decided that evaluations of the resource by designers would take 
place at two stages of the resource development; firstly an informal evaluation 
where simple feedback was gained and secondly, a formal assessment where the 
full functionality of the resource would be tested. After each evaluation stage the 
suggestions of the designers will be incorporated to further refine the resource. 
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4.4 Conclusion 
In order to meet the original research aim and objectives, it was necessary to 
develop a research methodology that addressed a number of key issues. The first 
is to understand more about designers' attitudes towards pleasure and design and 
their needs for tools developed to support them. The second is to develop a pool 
of qualitative data that gives designers insight into the pleasu res that products 
bring to consumers. And thirdly, to develop a pool of quantitative data that offers 
designers information about more general consumer attitudes towards product 
pleasure. In order to address these three issues, a methodological approach for 
three separate studies was developed and described in th is chapter. Table 4.2 
summarises the different methodologica l approaches that are being used in each of 
these studies. 
Study 
Study one: 
Designers' 
needs 
Study two: 
Consumer case 
studies 
Study three: 
Consumer 
attitudes to 
pleasure 
Sampling strategy 
Non-random, 
purposive sampling 
Non-random, 
purposive and 
snowball sampling 
Non-random, quota 
sampling 
Method of 
collection 
Interview 
Interview 
Interview 
Method type 
Exploratory and 
semi-structu red 
Semi-structured 
Standardised 
interview (street 
survey) 
Table 4.2: Summary of research methodology. 
The final objective of developing the actual resource will take an iterative approach, 
involving the initial creation of a performance specification and design parameters, 
then using a series of informal and formal assessments by designers to further 
refine the design. 
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Chapter five 
Study one: designers' needs 
The literature that was reviewed in the first three chapters highlighted the ' gap' in 
support for designers in the area of product pleasure during the earlier generative 
stages of the design process. It was also evident that relatively little is known 
about designers' attitudes towards consumer pleasure or needs for tools developed 
to support them. The first major study of this programme of research is described 
in this chapter. Utilising the methodology described in the previous chapter, a 
series of interviews were conducted that sought to understand more about 
designers' attitudes and needs in this area. The chapter concludes with the 
development of a rudimentary performance specification for the resource that 
outlines the major features that designers sought. 
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5.1 Introduction 
Evidence has been presented that shows a change in contemporary consumer 
behaviour towards 'hedonic consumption'. 
associated disciplines has begun to focus 
Research in design, ergonomics and 
on how to formalise and understand 
'pleasure' in the human-product relationship. Furthermore, a number of methods 
that have been developed in an attempt to classify and evaluate consumer 
' pleasure' and support designers in 'designing for emotion' have been outlined. 
However, little is currently known about the attitudes and opinions of contemporary 
designers to product 'pleasure'. Whilst methods and strategies do exist to support 
designers, there is little knowledge of whether they are aware of these methods or 
are using them in day to day practice. If such methods are not widely in use, what 
methods are designers using to gain an understanding of the more emotional 
component of the human-product relationship? 
Research has been done on understanding the communication gap between design 
and other disciplines and the inappropriateness of much of the information that is 
delivered to them (see section 3.2), but little is known about the actual needs and 
desires of designers from the ergonomics information that they receive. In this 
chapter a series of interviews that sought to answer these questions and were 
conducted with contemporary designers (student, academic and practising). are 
described. 
5.2 Aim 
To gain a better understanding of the attitudes and practices of designers towards 
'pleasure' in design and their needs from resources and tools to support designing. 
5.2.1 Objectives 
1. To investigate the attitudes of designers towards 'user pleasure' in design. 
2. To investigate the research methods designers employ to discover more 
about the emotional needs of different consumers. 
3. To investigate designer requirements of a resource intended to enable a 
greater understanding of the pleasure needs of different people. 
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4. To develop a 'pool ' of concepts of the ways in which a design resource may 
function. 
5.3 Method 
The interviews were conducted in two stages. A series of informal sessions were 
carried out with student and academic designers. From these interviews a more 
formal structure was developed that was used in further interviews with practising 
designers. The results are reported together as the salient issues are consistent 
across both groups. 
5.3,1 Participants 
The interviews drew a sample from two different populations of designers. In total 
14 designers were from an academic setting; four were design lecturers all with 
Industrial experience and 10 were student designers, two of whom had Industrial 
experience from placement positions as part of their degree programme. 
Subsequent interviews were then carried out with 14 design practitioners. Of these 
participants, nine were involved in ' traditional' product design roles as part of a 
consultancy or an 'in house' design team. The remaining five participants were 
from slightly broader fields; one automotive stylist, one ergonomist, one design 
project manager, one interior designer and one exhibition designer. 
Further details about the interviewees, their relative experience in design and the 
companies that they were from can be found in Appendix 1. 
5.3.2 Interview structure 
The answers to six key questions were sought in the interviews: 
How important is user pleasure in the design process? 
What methods do you use to gain a more holistic understanding of the 
consumer? 
Would you find a pleasure resource useful? 
What additional information would you like to have when designing? 
How would you like the resource to function? 
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How important is visual information in the design process? 
During the preliminary interviews with student and academic deSigners, participants 
were briefed using a paper-based exemplar of a pleasure resource (Appendix 2). 
This rudimentary resource consisted of a catalogue of 'pleasurable products' 
claSSified by the age and gender of the people that chose them and graphs of 
several pleasure trends. These had been the output of the previous research 
project (Chhibber, 2001) that formed the baSis for this programme of research. 
The interviews were deliberately loose and informal, to allow each of the 
participants to ' brainstorm' around the different subject areas. Notes were taken 
and the participants were provided with drawing equipment and paper in order to 
help them illustrate any concepts or systems for a design resource that developed 
during the interview. 
Conducting interviews in practising design studios presented a different set of 
conditions to those in academia . The interviews took place under much tighter time 
constraints than the previous sessions and there was a limited time to brief each 
participant about the nature of the project before the interview commenced . 
Furthermore, interviews would often take place in busy studio areas, as opposed to 
the more isolated, quiet settings offered by the interviews with academics and 
students. 
In order to maintain the effectiveness of these interviews a structured protocol was 
developed (Appendix 3). The protocol gave a logical progression throughout the 
session, which benefited both the interviewer and the interviewee. There is always 
a danger in any interview that the interviewer may unwittingly lead the interviewee 
by the manner in which the question is asked (through gesticulation or the tone of 
their voice) or the way in which the response is received (Robson, 1993) . The 
protocol greatly reduced the chance of this by providing a much clearer and 
consistent path for each interview. 
The protocol was developed from the structure of the first interview sessions with 
student and academic designers. Once developed, it was piloted at Loughborough 
University and at the New Designers Exhibition (11th July 2003, London) with 6 
designers. The protocol proved to be consistent and repeatable, with only a few 
minor changes necessary before it was used in interviews with practising designers. 
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In conjunction with the 
developed (Figure 5.1; 
structured interview protocol, a pre-interview pack was 
Appendix 4). The time restrictions inherent in the 
professional context limited the effectiveness of the briefing that was used in the 
preliminary sessions; the pre-interview pack overcame this. 
• 
• 
Figure 5. 1: The pre-interview pack; folded document wallet, interview cards and A3 storyboard. 
The pack was sent to the participants several days in advance of their interview. It 
provided a comprehensive overview of the interview that they had agreed to 
participate in and consisted of a number of components: 
a cover letter 
a brief overview document 
six interview cards; postcards with an image and text that related to the six 
major discussion areas of the interview (p.72-73) with space for annotations 
an A3 storyboard illustrating a sample concept of the resource 
The pack made the participants more aware of the interview topic in advance of the 
session, allowing them to begin to collect their thoughts about each of the different 
discussion areas. The pack and the structured interview protocol ensured that the 
sessions with practising designers remained effective and useful despite the 
restrictive nature of conducting research in such conditions. 
5.4 Results and discussion 
The salient trends from both sets of interviews are summarised in the following 
sections. The majority are consistent across 50% or more of the two interview 
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samples. In some instances the trends did not reach this level of consistency; 
however, several of these findings are included as they may guide future research . 
5.4.1 How important is user pleasure in the design process? 
'From a designer's point of view pleasure is at the top, design Is about 
creating objects, spaces and experiences that are engaging, entertaining 
and memorable; that is inextricably linked to pleasure.' 
Participant P1 (interior designer) 
This quote by Participant P1 (interior designer) reflects the view shared by the all of 
the designers who participated in the interview sessions. There was a consensus 
across both groups that 'pleasure ' was of real importance from the designers' 
perspective. It was evident that all of the designers considered user pleasure when 
they were designing. 
Within the student and academic group it was clear that there was an emphasis 
placed on aesthetic appeal and providing pleasure through the human senses. 
Each of the participants mentioned design factors such as material finishes and 
colour as the most critical of the design decisions when considering emotional 
appeal. Less attention was given to providing pleasure through other means, such 
as the interaction with the product or designing to suit a speCific social context. 
In contrast, the practising designers seemed more aware of the contextual and 
social issues of products and how these can lead to greater pleasure, with eight of 
the practising designers specifically mentioning this. It is likely that the real world 
issues of dealing with a client, their brand and developing real products, has lead to 
practising designers being more aware of the wider issues of product use and 
consumer behaviour. 
While it was evident that ' user pleasure' was important to deSigners, all those from 
industry (14) and those from academia with industrial experience (6) stressed that 
within the context of an actual design project, pleasure became one of a number of 
factors that they had to find a compromise between. Issues such as production 
costs and meeting the client's needs often became overriding factors in arriving at a 
design solution. The practising designers were asked to rate the relative 
importance of pleasure when compared to other factors; the majority (11) noted 
that this tended to vary from project to project, but was often dependent upon the 
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willingness of the client to accept the designer's point of view. It was evident that 
there is a real awareness of the added value that satisfying the 'pleasure' needs of 
the target market can bring to a product, with a number of practising designers (4) 
adding that they often argue the case for certain features if they genuinely feel that 
their inclusion would benefit the user and consequently the client. 
The practising designers also showed a greater awareness of the temporal aspects 
of pleasure. Both Participant PlO (exhibition designer) and Participant Pi (interior 
designer) raised an issue relevant to their field of expertise; that for them, they 
often only have one opportunity to give the user pleasure. Often a long term 
relationship does not develop between the user and the product, whereas it does 
for product designers. As Participant PlO (exhibition designer) stated: 
the work that we do is all about live communication .. . so you only have one 
chance to really connect .. . to get that relaxed communication.' 
Participant P10 (exhibition designer) 
This shortened timeframe in which they can engage and excite the user is reflected 
in the approach that they take with their design work. As Participant P10 
(exhibition designer) continued: 
'For us, our area of interest is very much, what experience is the user going to 
take away with them? Are they going to notice that a fini sh is great, or a 
typeface is perfect? Not really ... it's more the overall experience we are creating .' 
Participant P10 's (exhibition designer) view highlights an issue that relates 
specifically to their discipline; that due to the limited lifetime and level of 
Interaction a person often has with their 'product' (e.g. exhibition 
stands/installations), common industrial design issues such as material selection, 
finishes and build quality can often be superseded by the more experiential aspects 
of the design. As a result, the contextual and social aspects of the design have 
become the more dominant factors in their process. For the product designer 
though , the consumer interacts with the product for a greater period; essentially 
giving them a longer timeframe in which to elicit pleasure. Participant P4 
(automotive designer) draws attention to this: 
clearly there is (pleasure from) the initial impact of the design and as time 
goes by, there is the pleasure as you learn to interact with it.. . and also the 
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quality of the execution and satisfaction you get on that occasion when you 
realise that someone has thought about something .. .' 
The thoughts of Participant PS (product designer) continue to emphasise pleasure 
in the product's lifecycle and how a product can provide pleasure in a more indirect 
way: 
' .. for example, the seat we did for British Airways ... admittedly the market is 
different now, but at the time, two years ago ... when it was launched, there 
was pleasure for people because they were actually able to sleep on board, 
on a 'bed' for the price of a business class ticket ... but there was also 
pleasure for the engineers working on the production line, as it was the best 
seat they had ever made ... and then there was the pleasure for the people 
serving on board ... as there is pride in the service they are providing and in 
their company and this in turn provides pleasure to the people they are 
serving ... and hopefully they will chose to fly with them again.' 
It was evident from the interviews that the practising designers were more aware 
of the product life cycle as a whole and the different stages at which they could 
Induce pleasure. Additionally, they were acutely aware of the type of relationship 
people would have with the products they designed and how this affected the ways 
in which they could give pleasure. 
5.4.2 What methods do you use to gain a more holistic understanding of 
the consumer? 
The majority of designers in both groups were strong advocates of a user-centred 
design approach. However, within industry, there was a real variation between the 
volume of research that some conducted and the emphasis placed on it within the 
design process. Nine of the practising designers were from companies that 
appeared to place a great deal of focus on 'deSign through research', while five 
tended towards a more intuitive design process. As Participant Pl (interior 
designer) stated : 
'I think that once you have done the research the rest has to be instinctive ... you 
mustn 't lose sight of that (the research) as that is your guide, that's the 
consolidation of the brief .. .' 
There was a consensus across the academic sample that an iterative approach was 
necessary for a successful design solution, with regular concept evaluations by 
potential users. Nine of the practising designers shared this Iterative approach; 
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revisiting data and conducting further research to inform and guide design 
decisions. 
The majority of participants (14 student/academic; 9 practising) cited traditional 
research methods such as focus groups and questionnaires as ways of gaining a 
better understanding of the consumer. Seven practising designers, from more 
resea rch active companies, also used methods such as ethnography, role playing, 
brainstorming and ' live the life ' research methods (visiting consumers in their 
homes and spending extended periods of time with them to witness their day to 
day activities first hand) in order to paint a more intimate picture of the consumer. 
In addition to this, internet sources and literature were also employed on a more 
casual basis by all of the designers interviewed, to maintain a general awareness of 
certain issues that consumers had with different product types. It was evident 
throughout both sets of interviews that designers themselves have become 
increasingly active in the collection and analysis of data . 
Despite the increasing willingness of designers to become involved In resea rching 
and understanding consumers, it was clear across both groups that resea rch is 
conducted in a ' quick and dirty' manner, with little scientific rigour and data often 
assessed informally and intuitively. Only two designers from the academic/student 
group mentioned more formal, objective, ways of evaluating data. Within the 
practising designer group only three participants specifically noted the need for a 
rigourous and structured approach to collecting and assessing data. 
Across both samples, only three participants (2 academic/student; 1 practising) in 
total were aware of research methods that specifically addressed ' pleasure'. The 
majority in both groups (10 academic/student; 11 practising) speculated that they 
would perhaps adapt more common research methods such as focus groups and 
user trials to investigate the 'pleasure' needs of specific populations. The practising 
designers were also asked at what stage in the design process they would 
need to access information about the 'pleasure' needs of the consumer. 
often 
The 
interviewees unanimously wanted research information quickly and at an early 
point in the design process. 
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5.4.3 Would you find a pleasure resource useful? 
There was a very positive response to the potential of the pleasure resource from 
all of the participants in both groups. As Participant P4 (automotive designer) 
stated: 
'As a designer, yes ... useful .. . you are constantly looking around and if you 
see something interesting in a magazine you buy it and talk about it ... as a 
resource and a medium for communicating it to other people, taking that 
idea further, then yeah. very useful (the resource).' 
However, several issues were raised that need to be addressed. The first issue that 
was raised by a number of the designers (7 academic/student; 9 practising) was 
the issue of updating the resource. As Participant PS (ergonomist/designer) stated: 
'You don't really want research material that tells you how it is ... its not that 
useful to you ... you are being told something that is very now ... where as, 
what you want is a tool that helps you to predict.' 
Updating the pleasure resource is clearly a key issue; it is possible that certain 
trends and data will be outdated after a few years. However, the aim of the 
resource Is to promote a wider understanding of the underlying Issues behind why 
people gain pleasure from owning certain products; it is these factors that have a 
greater longevity. From a pragmatic point of view, it is also important to decide 
what is feasible within the remit and timescale of this research project. The 
evaluation of the resource should also take this into account. 
This concern also relates to another issue that several (7 academic/student; 7 
practising) interviewees discussed; the scale of the resource. A number of them 
highlighted the fact that trends and information within the resource may show 
variations across regions within a country, or global regions. This is an issue that 
relates to the scale of this programme of research. It is necessary to view the 
concern that the designers showed over global and regional trend variations in the 
resource within this context. 
There was also some concern from some (5 practising) of the interviewees about 
the role the resource was intended to play. They suggested that there may be a 
danger of designers misusing the resource by focusing too much on certain users in 
the database and thus not deSigning in an inclusive manner. Alternatively, design 
decisions may be taken based solely on information provided by the resource . This 
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behaviour is likely to be related to the education of the designer, their willingness 
to design in an inclusive way and utilise their findings from the resource to guide 
and inform further first hand research, rather than replace it. 
Both groups of designers were shown the rudimentary resource that had been 
developed from previous research (Porter, Chhibber, et aI., 2002; Appendix 2). All 
of the participants found the information presented informative and easy to 
interpret; with a consensus (10 academic/student; 14 practising) that the mixture 
of stati stical data (quantitative) and detailed product data (qua litative) was 
beneficial. 
The previous investigation had used Jordan's Four Pleasure framework (1997) as its 
foundation. However, as described in a previous chapter, several frameworks exist 
that could support the development of a resource. Of these frameworks, Jordan's 
Four Pleasures and the Goals, Standa rds and Attitudes model (Desmet & Hekkert, 
2001) have the most to offer this programme of research. When shown the 
rudimentary resource that was structured around the Four Pleasures, the majority 
of the academic and student designers (9) liked the framework that was employed, 
finding it a useful approach to the consideration of pleasure. During the interviews 
with practising designers, both models were discussed in an attempt to ascertain 
which one they deemed to be the most useful. A high proportion of the practising 
designers (10) preferred the Four Pleasure Framework. 
5.4.4 What additional information would you like to have when designing? 
In general the majority of interviewees (11 academic/student; 10 practising) were 
satisfied with the type, quantity and relevance of the data that would be contained 
In the resource. In particular they liked the overall mix of Information, ranging 
from general trend data that has been statistica lly analysed, to the more intimate 
rich data about specific individuals and the products that bring them pleasure. 
However, there were several suggestions provided by the interviewees of further 
information that they may find useful. 
There was a consensus amongst the interviewees (12 academic/student; 9 
practising) that any resource would need more 'lifestyle' information about 
consumers; giving designers a greater sense of empathy with different market 
groups. Suggestions ranged from information such as leisure interests and 
personality profiles, to more abstract data such as a person's favourite films or 
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food, giving the designer a more intimate view of a particular person's lifestyle. 
Essentially, the designers were looking for immersive data that would help them 
understand the consumer in greater depth, allowing them to make more accurate 
predictions about the design direction. As Participant P5 (ergonomist/designer) 
stated: 
' .. . I think I would see it as more useful as a prediction tool, rather than if its 
just something that says, that's interesting, this is what people think.' 
Two of the practising designers also felt that information that allowed them to 
discover more about peoples' aspirations and attitudes would be useful. As 
Participant P8 (product designer) proposed: 
' Knowing that someone is 35-40, they live in Essex and drive a Megane isn't all 
that useful to you .. . but if you start to look at how people think, the things they 
value .. . and group them attitudinally, that's far more valuable.' 
Participant PlO (exhibition designer) also highlighted the fact that information 
about peoples ' aspirations would be useful: 
' .. . we find it quite hard to investigate peoples' aspirations ... what inspires them, 
what they aspire to? What we really need is something that gives users and 
designers a new way of thinking, that's how the door can be opened to 
innovation .' 
It is also necessary to avoid producing bland 'marketing' information that is of no 
use to the designer; clearly there is a need to have data that is both inspirational 
and immersive. As PartiCipant PS (product designer) suggested: 
'I think the rich information is far more useful than graphs and spreadsheets .. . 
information like 'there are this many people doing this' its fine I guess ... but the 
richness of information ... where you can see between the lines ... that allows you 
to make pred ictions about the future.' 
Seven of the practising designers felt that information about brands would be very 
useful; perhaps peoples' most pleasurable brands, as one interviewee suggested . 
Clearly, these participants work within a commercial setting and as such the brand 
(either their own when working ' in-house' or their clients for consultancy 
interviewees) plays a major role in the design of the product. Furthermore, 
literature reviewed in previous chapters indicates the major role that brand identity 
and brand personality play in the relationship people have with products (Fournier, 
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1998) and that consumers often see a brand as an extension of their own self 
image (Belk, 1988) . It is evident that information about brands is a feature that 
many designers would be interested In; its inclusion within the resource would 
clearly be beneficial. 
The desire for detailed information about individual people was counterbalanced by 
a consistent need amongst both groups of interviewees to have a body of 
statistically valid data that provided a broad overview of the attitudes and opinions 
of a target market (10 academic/student; 11 practising). The survey results from 
the previous study were found to deliver this type of information. Several of the 
academic and student participants (7) discussed the concept of 'interactive graphs' 
that allowed the designer to specify what data was plotted (e.g. attitudes towards 
product functionality against income), but with the added security that whatever 
data was represented had some form of statistical validation. This is an interesting 
concept that needs further investigation. 
Three of the academic and student deSigners suggested having the general 
statistical information at the ' front end' of any resource, essentially forcing the 
designer to form a holistic view of who they were designing for from the very start 
of the process. However, they recognised that being forced to go through this 
process each time would probably deter them from using the resource, as it would 
lose a certain degree of flexibility and freedom. Clearly this is an issue for further 
investigation during the development of the resource infrastructure. The manner in 
which it operates and whether it is flexible enough to suit the way in which 
designers work is of great importance in the success of the resource. Seven of the 
academic and student designers also proposed that they would find a section on 
appropriate research techniques useful. However, none of the practising designers 
suggested this. It is notable that none of the participants who expressed a desire 
for a 'research methods' section to the resource had previous industrial experience. 
5.4.5 How would you like the resource to function? 
' ... data has to be turned into tangible feedback into the design ... there's no point 
in having a mass of research .. . it has to be disseminated and turned into 
something that people can work from ... so the information has to be appropriate 
for someone else to read, pick up on ... to understand the issues .. .' 
Participant PS (ergonomist/designer) 
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This quote from Participant P5 (ergonomist/designer) highlights an issue that forms 
a major facet of this research project; packaging the data in a resource that 
functions in an appropriate way for designers to use. 
It was envisaged that the resource would be some form of computer based tool; 
this was explained to each participant. The designers were asked to 'brainstorm ' 
around this brief and develop concepts of how they would like to interact with the 
resource. Examples of some of the concept sketches produced by participants can 
be seen in Appendix 5. 
The majority of the designers (12 student and academic; 14 practising) wanted a 
flexible and intuitive interface, allowing them to access the information in a number 
of different ways. It was clear that they wanted a resource that was simple, quick 
and logical to use; as a consequence there was also a consensus that the layout 
and structure should be logical, consistent and easy to learn. 
There was a consensus (12 student and academic; 12 practising) that it was 
essential to have a highly visual and audio driven resource which was effectively a 
'pleasure' to use. The majority of participants agreed that a fully interactive, 
multimedia resource could be more engaging and useful. It was immediately 
evident upon presenting participants with the output of previous research (Porter, 
Chhibber, et aI., 2002) that they were wary of a paper-based format that required 
extensive searching for relevant information. Concepts such as movie clips and 
sound clips were liked by the majority of the participants (12 student and 
academic; 12 practising), as was the proposal of a virtual portfolio or workspace 
that allowed the designer to 'collate' search results (7 student and academic; 8 
practising) or develop research output, perhaps in the form of moodboards or visual 
material (4 student and academic; 3 practising). 
Many (9 student and academic; 11 practising) stated that they would like the ability 
to specify the characteristics of their user (age/gender/income etc.) and then 
browse the resultant data looking for trends and inspiration. The concept of a more 
intelligent system was also discussed, with 3 academic and student designers 
suggesting a feature whereby the system highlights potential trends that it deemed 
relevant to their searching patterns. A number of designers (10 academic and 
student; 10 practising) also stated that they would like the ability to do very 
specific searches, maybe just for the particular type of product that they are 
designing. This feature was seen as a quick inspirational tool for use when concept 
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generation had become stagnant and as a feedback feature to check concepts 
against an existing catalogue of pleasurable products. This level of flexibility was 
highlighted by Participant P8 (product designer): 
' I think being able to go through different criterion would be useful ... for 
example, if you search for information, you could find it in different ways ... you 
might type in different search criterion, but theoretically, you could get to people 
through different paths to find out something useful. ' 
5.4.6 How important is visual information in the design process? 
The final area of discussion was the use of visual material when designing, for 
example, the use of mood/influence boards to capture factors such as the user 
lifestyle, the product environment or competition in the market place. A 
mood/ influence board consists of a series of images that are collected and arranged 
by a designer (as a collage) that they use to 'identify a single expression of values 
for the product, which will appeal to the customers' (Baxter, 1995). It is necessary 
to understand whether designers value visual information whilst designing and how 
it is used in the design process, as it was evident very early on that a visual 
resource was sought by the designers. 
The interviewees unanimously agreed that visual information such as mood boards 
were a quick and effective way to communicate ideas and themes to a selection of 
people. As Participant PlO (exhibition designer) explains, they are not only an 
effective means of communication, but useful for inspiring and directing design 
work: 
'What we have found is that the transference of information through imagery 
requires less interpretation and for creative people like designers it is quite 
obviously the best way to communicate ... it 's the difference between painting a 
picture of the user with tones or with statistics ... for designers, we need tonality 
and mood, that 's what inspires from the start.' 
Within the practising designer sample, visual information was often used for 
communication with both clients and senior management (8 participants) and 
internally between designers (7 participants). It was also used to inspire and 
stimulate consumers during focus groups and workshops (4 participants), clearly 
highlighting the power of imagery as a communication tool. As Participant Pl 
(interior designer) proposes : 
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the easiest way for us to strike up a common language and make sure 
the result we finally present is correct is to create a visual discourse. ' 
The majority of the academic and student sample (10 participants) used visual 
information to encapsulate the lifestyle of the user. However, a few (3 participants) 
noted that mood boards have a tendency to be interpreted intuitively and therefore 
can be interpreted differently by different people. One participant proposed that it 
is possible to miss the subtleties inherent to a mood board; the tendency being to 
focus on the literal meaning of the images. However, another participant a rgued 
that these potential problems often lead to a new re-interpretation, which they 
thought might sti ll be usefu l. There was also a suggestion that consumers could be 
allowed to create their own personal mood boards that encapsulated their own 
lifestyles. These could provide a visual way of showing different consumer lifestyles 
in the resource. However, the majority of the practising designers (9) had 
reservations concerning the ability of non-designers to create useful and effective 
mood boards. 
5.5 Concept generation 
Another objective of the interview sessions was the generation of resource concepts 
by the parti cipants. Some examples of these initial ideas can be found in Appendi x 
5. The concepts ranged from simple notes and comments on paper to more 
elaborate schematics and flow charts that illustrated different aspects of the 
resource, for example, the hierarchy of the information in it, or various interactive 
featu res of the interface. One example from the interview sessions with academic 
and student desig ners was developed into a storyboard (see A3 resource schematic 
in Appendi x 4) to support the interview sessions with practi sing designers; this is 
described below and is an example showing the basic functionality that was 
commonly desired amongst the interviewees. 
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1 . 
1. The designer selects several 'filters' to define the target market (e.g. 
age/gender/income). The selected users are highlighted along with their 
geographical location. The designer can then select a person to browse. 
2. 
2. The person is selected and several different areas that can be browsed are 
highlighted. 
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3. The profile is browsed, with information available about their lifestyle and 
products; a video-clip option is available. 
4. A pleasurable product is chosen; a text or video-clip description is available. 
5. The designer has chosen to browse several subjects at a time. 
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The concepts that were produced by the participants were used to begin to develop 
ideas of how the resou rce may potentially function, The main themes and features 
of the concepts are summarised in the Table 5,1 below, along with a frequency 
cou nt of their occurrence across both samples, 
Theme/feature 
Flexible, intuitive and graphic interface that functions in a Quick 
and obvious manner 
Visually driven interface, with information represented as images 
and video clips 
Lifestyle information about different individuals 
Mixture of information - statistically valid trends as well as more 
detailed information about specific people 
Ability to sort and filter search resu lts by market segment criterion 
e.g. age, gender, through a graphic interface 
Ability to search database th rough keyword s, or throug h selecting 
types of products 
Portfolio or virtual workspace that allows you to collate and sort 
information from the database that you have viewed 
Virtual workspace to allow the creation of moodboards or visual 
output 
Aspirational information e.g. brands 
Interactive graphs that allow the designer to manipulate data in 
some way 
Research methods section to guide designers towards appropriate 
methods 
System intelligence that assists in searches e.g. 'flagging up' of 
associated products/people during searches 
Number of participants 
that mentioned theme 
Academic & Practising 
Student designers 
designers (sa mple 
(sample n= 14) 
n= 14) 
12 14 
12 12 
12 9 
10 10 
9 11 
10 10 
7 8 
4 3 
0 7 
7 0 
7 0 
3 0 
Table 5.1 : Summary of resource themes and functions for both interview groups in study one . 
It is evident from Table 5,1 that there was a great deal of consistency across both 
groups of interviewees; this is especia lly true for themes/features that were 
mentioned frequ ently (those with a high frequency count), There is however a 
greater disparity between the student/academic designers and the practising 
designers for less well supported themes such as 'aspirational information' or a 
' research methods guide', Table 5.1 forms a rudimentary specification for the 
resource, The development of this rudimentary summary of features into a 
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performance specification that guided the development of the resource is described 
in the next chapter. 
5.6 Conclusions 
The interviews with academic, student and practising designers led to several 
conclusions that supported the creation of a resource and could be used to guide its 
development. 
5.6.1 The growing importance of pleasure 
Satisfying the 'pleasure' needs of the consumer is of growing importance to 
designers, but few are aware of pleasure specific methods or tools available to 
them. The academic and student designers tended to focus on eliciting pleasure 
through aesthetic appeal and the senses. Practising designers however, showed 
slightly more awareness of other ways that pleasure could be elicited e.g. the social 
context of a product. Consequently, the resource must represent different pleasure 
types in order to raise awareness amongst designers. PartiCipants with industrial 
experience were more aware of how pleasure fitted into the context of a design 
project; its importance was often moderated by other factors e.g. cost. 
5.6.2 The increasing involvement in research 
Designers are becoming more research active, employing and adapting user 
centred design methods to develop a more holistic view of the consumer. However, 
these methods are often employed in a ' quick and dirty' manner, with the data 
assessed intuitively. Time constraints are a major issue for designers so any 
resource must be quick and easy to use in order to suit their needs. 
5.6.3 The verification of resource development 
Designers would find a pleasure resource valuable; however there were concerns 
about the potential for misuse e.g. focusing on a few particular users in the 
resource. The concept of a software resource was positively received , but it must 
be designed to encourage and facilitate an inclusive approach to designing for a 
population . Additionally, it must enforce the principle that it is a reference 
database intended to guide further research and inspire concept generation. 
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Furthermore, issues such as the scale of the resource and the updating of it5 
content need to be addressed , 
5.6.4 A mixture of information 
There was a clear desire for a mixture of information in the resource. The 
designers sought information on products and what pleasures they bring 
consumers, information about consumers and their lifesty les and more generic 
information concerning the attitudes of whole population groups that has been 
statistically validated, There was a consensus that the resource should immerse 
designers into the lifestyles of different people. The Four Pleasure Framework 
(Jordan, 1997) was positively received by the designers who found it easy to 
una'erstand, These results indicated that it would form a useful classification 
structure for the development of the resou rce, 
5.6.5 A flexible and quick resource 
The designers wanted a resource that offers quick and easy access to information, 
whilst at the sa me time is flexible in the way that they can use it, The information 
in it must be presented in a visual way and the interface must appeal to designers. 
5.6.6 Limited differences between samples 
It was evident that across both samples there was a consistency in designers' 
needs and desires from resources to support designing . It was clear that practi sing 
designers showed a greater awareness of pleasure and the different ways it can be 
elicited by products e,g, branding, as well as wider knowledge of the way a design 
project is run , However, the two groups agreed on the importance of pleasure and 
shared a desire for resources that can su pport them in catering for this growing 
consumer need, Additionally, there was a consistency across both groups regarding 
the resource content and the manner In which It may function, as shown In Table 
5.1. 
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Chapter six 
Development of the performance specification 
In this chapter the development of the resource performance specification is 
described. To supplement the findings from the previous study, a focus group was 
conducted to further understand designers' needs from software tools and ' the 
internet', as these offered obvious parallels to the resource that was being 
developed. The investigation focused on designers' attitudes towards the 
functionality, usability, aesthetics and data representation of the resource. The 
finding s from the focus group and study one were then used in conjunction with 
each other to develop a performance specification with which this chapter 
concludes. 
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6.1 Introduction 
The next stage in the research programme involved the transfer of knowledge 
gained during the interviews into the development of a performance specification 
for the design resource . The performance specification covered several different 
aspects of the resource e.g. technica l parameters, functionality, and acted as a set 
of guidelines during development. However, a number of these aspects were more 
SUitably addressed further along the development process. For example, issues 
raised during the interview sessions regarding the data content were dealt with 
during the formulation of the final data collection strategy and technical constraints 
were addressed once a better understanding of the technology required was 
achieved. 
The Interviews conducted with designers provided support for the development of a 
design resource. Significant knowledge was gained concerning designers' attitudes 
and practices towards research and their information needs when designing. 
However, it was felt that not enough guidance was offered regarding the data 
format and the resource interface . I ssues relating to the functionality, usability and 
aesthetic appeal of the resource were further investigated during its development 
as prototypes were produced, but aside from some loose guidelines, it was thought 
that the interview findings lacked a certain level of direction in these areas. For 
example, it is clear that the resource must appeal to designers' aestheti c 
sensibilities and should offer an engaging interface; but the interviews conducted in 
study one did not provide enough detail to specify this reqUirement. It was decided 
that before the performance specification could be created, further investigation 
should be undertaken concerning the user interface of the resource. 
6.2 Focus group 
There are obvious parallels between the resource that was being developed and 
'the internet'. There are many websites that allow people to filter and search a 
database through an interactive 'front end ', as well as many that have aesthetic 
and interaction qualities that appeal to designers. Understanding more about 
designers' likes and dislikes in this area offered more specific guidance in 
developing a comprehensive performance speCification for the resource. 
The decision was made to conduct a focus group with several designers. The focu s 
group would provide ample opportunity to offer the subjects a comprehensive 
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briefing for the project and allow the development of a dialogue about each of the 
different discussion areas. 
6.2.1 Aim 
To understand more about designers' preferences in website design to inform the 
development of a resource performance specification. 
6.2.1.1 Objectives 
1. To investigate designers' functionality preferences in website interface 
design. 
2. To investigate designers' usability preferences in website interface design . 
3. To investigate designers' aesthetic preferences in website design. 
4. To discuss designers' preferences in how the proposed content of the 
resource may best be presented. 
6.2.2 Method 
A focus group was run with six designers (4 students; 2 academics) . All of the 
participants were experienced users of the internet and 3 had experience in 
developing and designing websites. Two of the participants (the 2 academic 
designers) had taken part in the interviews reported in the previous chapter, so had 
prior knowledge of the project. In order to ' refresh' these two participants and brief 
the remaining four, each of the participants was shown a presentation that 
illustrated the background of the research project and the key objectives of the 
focus group (see Appendix 6 for a summary the presentation). They were also 
shown an exemplar of the resource (see A3 schematic in Appendix 4) that gave 
them a better understanding of how it may function and the features it may have. 
A protocol (Appendix 7) was developed that structured the focus group around the 
four main areas of discussion; functionality, usability, aesthetics and content 
representation. 
The participants were provided with paper and writing equipment in order to 
develop or explain any ideas or concepts that they were discussing. In addition to 
this, they all had access to a networked computer. During the discussion a number 
of websites were considered. Being able to show the other participants an actual 
site along with its features, rather than attempting to describe them, proved 
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particularly beneficial for the other participants. The websites that were visited and 
other packages that were mentioned were catalogued (Appendix 8) and were used 
as further inspiration during the development of the resource. The focus group was 
audio-taped and the discussion transcribed . 
6.2.3 Results and Discussion 
6.2.3.1 Functionality 
The interview sessions conducted in study one had already defined several 
functional features that the resource may have in order to satisfy the needs of 
designers. The aim of the focus group was to further develop some of these initial 
ideas. 
It was clear that designers wanted a way of saving information that they had 
gathered from the resource . One concept which was proposed early within the 
designer Interviews was a 'virtual portfoliO ' where the user could save information 
and perhaps manipulate it in some way. The focus group partiCipants developed 
this idea further, proposing the concept of a ' tool box' within a 'virtual portfolio' that 
allowed them to annotate and cross reference several different findings. They 
suggested that it would be useful to have an interactive way of saving information, 
perhaps being able to 'drag and drop' different bits of data (e.g . images, text 
blocks) into a portfolio space. However, they also added that to maintain the speed 
of navigation and make the interface easy to use, it may be more beneficial to have 
a simple 'save' feature similar to many software packages, in order to store 
information. 
A major functional aspect of the resource is the ability to search and filter 
information to find data that is relevant to a specific market segment, or the 
product being developed. There was a consensus from the focus group that this 
search facility needed to be flexible and visual in the manner that it operated . The 
group suggested the use of icons or graphics to represent different market 
characteristi cs or product types, or the use of 'drop-down' menus to filter search 
results. It was suggested that where possible, the icons and graphics should use 
conventional symbols which designers would be familiar with. 
A further issue that arose during this stage of the discussion was the way in which 
the information in the resource was displayed. In particular, the use of 'pop-up 
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windows ' to display data (see Figure 6.1), the size of the pages that display the 
information and related issues e.g. scrolling requirements, font sizes. The 
participants liked the idea of having information displayed on one page and were 
not annoyed by having to scroll up and down . 
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Figure 6 .1: An example of a 'pop-up window'; the user has decided to view a pair of shoes on a website, 
selecting the shoes causes a new 'window' to open that shows the product in more detail. 
The subject of 'pop-up' windows of information was more contentious, with a 
consensus that: 
It was often annoying if several 'windows' were open at anyone time. 
Navigation often becomes harder and it is easy to accidentally close the 
'main' window. 
Pop-ups often get in the way, make the screen look cluttered and sometimes 
cover up information you may be interested in. 
The group suggested that information should always be placed on one page, with 
the use of scrolling where there was too much to fit on a standard screen size and 
the use of forward and back controls to navigate across information (see Figure 
6.2). 
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Figure 6.2: The participants preferred information to be shown on one page, with the use of scrolling 
bars (right hand side, highlighted in red) to scroll up and down the information and the use of forward 
and back buttons (top left, highlighted in red) to navigate through the pages of information . 
6.2.3.2 Usability 
There was a consensus that a logica l, consistent navigation style and layout would 
make the resource more usable. While it was clear that it should appeal to 
designers' aesthetic tastes, there was agreement that the information and access to 
it, was the most critical aspect. It was a clear conclusion that if the content was 
good and access to it fast and simple, then it would appeal to designers. 
One participant suggested that the resource navigation could potentially take two 
forms. The first allowing quick and simple access to information ; the second 
perhaps a more engaging interface that required some learning. It was suggested 
that it may be useful to have both these options, with the designer then able to 
choose which style they would like to use; perhaps using the more engaging style 
when learning how to use the database, but using the quick access style when they 
needed information at speed. The feasibility of this could be investigated further; 
the ability to vary navigation styles may appeal to deSigners, but may also 
compromise the overall usability of the interface. 
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The particpants all sought feedback from the interface that communicated to them 
their location within the database. This was considered of paramount importance 
when taking into account the volume of information that may be in the resource. 
The participants suggested some form of navigation bar that showed them where 
they were in the resource, analogous to a ' history' toolbar in most internet 
browsers. This feature would introduce a sense of control and allow them to 
navigate around the content of the site with a greater awareness of where they 
were. It was also suggested that a 'home' button would be useful , allowing the 
designer to return back to the start of the resource whenever necessary . 
The issue of navigation is clearly vital to the creation of a usable resource . The 
creation of a pleasing and engaging navigation style is also a possible way of 
encouraging designers to use it. As well as a consistent navigation style, the 
particpants sought an interface that was immediately understandable. There was 
also a consensus that the navigation style should allow access to information 
through several different routes, echoing the thoughts of designers in prev ious 
interviews (see section 5.4.5). The participants also suggested the use of keyboard 
shortcuts to allow quick access to specific parts of the resource that you may use 
regularly . 
The focus group participants noted that an overriding issue of the navigation style 
is that it communicates the volume and depth of the information available, but does 
not intimidate the designers. It was clear that the resource would contain a 
tremendous volume of data and in order to make this more accessible and less 
daunting it may be necessary to divide the information into different ' layers', 
allowing the designer to search to whatever depth they required . Coupled with this 
view is the demand that any navigation style must communicate to the designer 
where in the different ' layers' of information they are. A clear conclusion is that the 
information must be structured in a logical and easily digestible manner and the 
resource must communicate the user's position within that structure to them . 
6.2.3.3 Aesthetics 
A major issue of the pleasure resource Is the visual aesthetic that It displays; It Is 
vital that it is visually appealing to designers. From a usability perspective, it is 
also important that the graphic style of the resource is consistent, as this will aid 
navigation. Aesthetics in this instance also include the 'aesthetics of interaction '; it 
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is important that the method of navigation and interactive features appeal to 
designers. 
In terms of the aesthetic appeal of the resource, the group regarded it as more of a 
design tool than a website that had to appeal on a visual level. It was suggested 
that the quality of content and the ease and speed of use were more important 
than the visual appeal. The group suggested that computer software packages like 
Photoshopm (Figure 6.3) or Corel Draw 'M (Figure 6.4) may provide more inspi ration 
towards how the resource may function and look, than perhaps 'designer' websites 
could. There was agreement that these software packages were good examples of 
design tools that were aesthetically appealing, but also easy to use and navigate 
within. 
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Figure 6.3: The PhotoshopTM interface, an example of an aesthetically pleasing yet functional interface. 
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Figure 6.4: The Corel Draw 'M interface, an example of an aesthetically pleasing yet functional interface. 
They also suggested looking at information rich websites, such as www .bbc.co .uk 
(Figure 6.5) or www.nasa .gov (Figure 6.6), as these ca rry a great volume of data, 
but maintain a consistent and appealing aesthetic style that is easy to navigate. 
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Figure 6 .S: www.bbc.co. uk ; an example of an information rich but appealing website. 
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Figure 6.6 : www.nasa.gov; an example of an information rich but appealing website. 
This relates to an earlier opinion expressed by several participants that it is 
important for the value of the content and usefulness of the resource as a design 
tool to be communicated to the designer in some way. The focu s group concluded 
that providing simple and easy access to information was the highest priority in the 
development of the resource. They proposed that once this aspect was achieved, 
the aesthetics of the resource would evolve naturally from this. 
6.2. 3.4 Content representation 
The aim of the focus group was not to discuss the information that was to form the 
content of the resource, but to examine the format which it may take. The 
interviews with designers had clearly shown the need for a visual and audio driven 
format with a minimal use of text. It was explained that the resource would take 
thi s visual approach and the participants were asked to discuss how they would 
prefer to see this executed. 
All of the participants began to highlight issues surrounding video-clips and the 
internet; suggesting that variations in connection speed could greatly deter people 
from watching them as they may take time to download or there may be issues 
with live 'streaming ' of clips. This is clearly a technical issue that will be addressed 
during the development, however all of the participants suggested that a stand 
alone DVD ROM or CD ROM format may be a better way to host the resource as it 
would not suffer from the constraints of being run over the internet. 
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All of the participants gave examples of websites where video clips had been done 
very badly. They concluded that clips would only be useful if they were of a high 
standard in terms of the audio quality, picture size and quality. They also added 
that the clips should be edited to be as concise and as information rich as possible. 
The group also suggested that clips should have simple controls and play directly in 
the 'browser', as opposed to being launched in an independent media player (Figure 
6.7), as thi s would waste time and prove irritating. The emphasis on quality was 
also reiterated in relation to any images that are in the resource; the entire group 
agreed that they must be of a consistent quality and highlight the interesting 
aspects of each of the products in the database. 
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Figure 6 .7: Windows Media Player; an example of an independent med ia player that is often ' launched' 
automatica lly by a website to play video data that is accessed by a user, a feature that the particpants 
found irritating. 
The focus group participants unanimously agreed that a visually driven resource 
with a minimal use of text was of paramount importance. It was felt that there 
should be an emphasis placed on conveying information in a visual way and where 
possible, the navigation and information should be presented using visuals or icons. 
While there was clear support for a visual resource, the participants also suggested 
that text explanations and further details should still be available, but perhaps 
accessed through links only when required. This 'nesting' of information relates to 
the structure that is used; as outlined in relation to the resource usability, the 
layering of information is of crucial importance in making it easier for designers to 
handle. 
The focus group participants also suggested that the statistical data needed to be 
represented in a more engaging and interesting way than it would be traditionally 
i.e. as histograms or bar charts. The idea of interactive graphs as proposed by a 
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few of the subjects in previous interviews (see section 5.4.4) was raised again, but 
there was an overall consensus of opinion that this level of interaction may be too 
complicated to produce and there would be an issue regarding the manipulation of 
the data and how this may affect its statistical validity. It was clear that the 
designers wanted this form of information to be represented in a more original way; 
they suggested the use of visuals, icons or schematics to portray the trends in 
some way. 
6.2.4 Focus group conclusions 
The focus group proved to be a very useful exercise in discovering more about 
designers' attitudes towards how the pleasure resource may function. The session 
took a particular focus towards the functionality, usability and aesthetic 
components of the resource; resulting in several findings that were used to develop 
a performance specification that is described in the following secti on (6.3). The 
focus group also resulted in severa l guidelines for development that are 
su mmarised below. These guidelin es relate to the general thoughts of the 
participants regarding the direction that the resource should take during its 
development and complemented the performance speci fication. 
6.2.4.1 Development guidelines 
The resource should be driven by Its content and express to the designer 
from the start, the usefulness of the data. 
The resource must communicate to the designer the volume and depth of 
information available, but it must also be structured in an accessible and 
easily digestible way. 
Inspiration for the look and feel of the resource may be best drawn from 
software packages and information rich websites, as opposed to the more 
' desig ner' ones. 
Focus should be placed on the quality of the content and providing quick and 
easy access to it; the aesthetic feel should develop from this. 
6.3 Development of the performance specification 
Table 6.1 is the rudimentary specification developed from the interview sessions 
that were described in the previous chapter. This, and the focus group finding s, 
were used to develop a performance specification. At this stage it was necessary to 
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decide which features warranted inclusion and which, at this stage, could be 
discounted . 
It is apparent from Table 6.1 that there is a natural 'cut off' pOint where certain 
features or themes clearly do not receive a consensus of support that amounts to 
over 50% of both groups. These themes fall below the dashed line. However, not 
all of these proposals were discounted. For example, the proposa l of aspirational 
information e.g. brands, was suggested by 50% of the practicing designers, but 
none of those in academia, but it was apparent that this may well be as a 
consequence of being less aware of the contextual and branding issues related to 
design and how these can bring pleasure. Therefore, despite the lack of support 
from the student/academic sample, it was decided that this feature should be 
included. 
Theme/feature 
Flexible, intuitive and graphic interface that functions in a quick 
and obvious manner 
Visually driven interface, with information represented as images 
and video clips 
lifestyle information about different individuals 
Mixture of information - statistically valid trends as well as more 
detailed information about specific people 
Ability to sort and filter search results by market segment criterion 
e.g. age and gender, through a graphic interface 
Ability to search database through keywords, or through selecting 
types of products 
Portfolio or virtua( workspace that allows you to collate and sort 
information from the database that you have viewed 
Number of subjects that 
mentioned theme 
Academic & Practising 
Student designers 
designers (sample 
(sample n= 14) 
n=14) 
12 14 
12 12 
12 9 
10 10 
9 11 
10 10 
7 8 
. 'virtt;cii works"pace-to" ail,)';' -the -crea-tion" cl moc)ciboa-r-ds 'or "visL;ai" -"" .. ---"""" -4--"" -" ... " -" .. """ 3--" --" --" 
output 
Aspirational information e.g. brands 
Interactive graphs that allow the designer to manipulate data in 
some way 
Research methods section to guide designers towards appropriate 
methods 
System intelligence that assists in searches e.g . ' flagging up' of 
aSSOCiated products/people during searches 
o 7 
7 o 
7 o 
3 o 
Table 6.1: Summary of resource themes and functions for both interview groups (themes highllghted in 
grey were discounted from inclusion in the resource) . 
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At this stage a number of features were discounted, these are highlighted in grey. 
The rationale for their exclusion is given below: 
- Personal mood boards and virtual mood board creation 
As outlined in the previous chapter (see section 5.4.6), this proposal relates to data 
within the resource where consumers have created their own 'personal mood 
boards' that describe their lifestyle in a visual manner to the designer e.g. a 
selection of images that encapsulate the essence of their lifestyle. A number of the 
designers who were interviewed desired this feature. However, it was clear that 
mood boards developed by 'non-designers' were a contentious issue. While mood 
boards (and associated vi sual material) were valuable communication tools for 
designers, it was clear that they felt that non-designers lacked the skill to produce 
mood boards and they would be open to a great deal of misinterpretation. 
The concept of a virtual mood board creator was also proposed by a number of the 
designers. It is clear that any mechanism which did this would require substan tial 
softwa re programming, especially when considering the array of stand alone 
software packages that designers currently employ to create them e.g. Adobe 
Photoshop'M, Adobe I1lustrator'M, Corel Draw'M, Macromedia Freehand'M. This 
feature is clearly not feasi ble within the remit of this research project . Additionally, 
the logistics of developing the library of images that would be needed to develop a 
comprehensive 'mood board creator' are not practical for thi s research project; and 
would be superseded by current web based image libraries that are continuously 
updated. 
- Interactive graphs 
This feature received positive feedbaCk from 50% of the student and academic 
designers, but none of the practicing designers in study one. The focus group 
participants raised several issues regarding this feature, such as; how would the 
level of manipulation of the data affect the statistical validity of the results? 
Additionally, they suggested that the level of software development may fall 
beyond the remit of this research programme, citing that such a feature would have 
to perform the task of current stand alone packages such as Microsoft Excel'M, or 
SPSS'M (Statistical Package for the Social Sciences). The representation of the 
statistically validated trend data is clearly of importance to the development of a 
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successful resource, however this level of interactivity is not feasible within the 
context of this research programme. 
- Research methods guide 
This proposal was received favourably by the student and academic designers 
(50%) but not by the practicing designers in study one. It was evident that 
practicing designers employed a wider range of research methods and relied upon 
proven in-house techniques; clearly this feature would not offer much benefit to 
them. It was also necessary at this stage to take a pragmatic approach regarding 
the role that the design resource is intended to fulfil. The primary objective is to 
develop a tool that supports designers in understanding the pleasure needs of 
different consumers. While a 'methods guide' section would clearly be seen as 
beneficial to deSigners, especially those in academia, this feature does not directly 
relate to the primary research objective. 
- System intelligence 
A feature that received limited support from the sample during the interviews in 
study one (3 student and academ ic designers) was a form of system intelligence 
whereby the software automatically 'tags' data that may be relevant to your 
searching patterns. The limited support for this concept resulted in it not being 
further developed. 
6.3.1 The performance specification 
Once a number of themes and features had been discounted for practical reasons, 
or for the lack of support from the participant deSigners, the performance 
specification was developed. The specification summarises the remaining major 
features that the resource must exhibit in relation to severa l key areas; data 
content, data format, resource interface and resource features. The specification is 
summarised in Table 6.2. 
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Component 
Data conte nt 
Data format 
Resource 
interface 
Specification 
The resource must conta in a set 
of statistically valid data that 
shows general trends for a 
population. 
The resource must contain data 
about specific individuals and the 
pleasure they gain from prod ucts 
that they own. 
The resource must contain data 
that immerses the designer in 
peoples' lifestyles. 
The resource must capture the 
aspirational needs of consumers 
e.g. brands they aspire to. 
The resource must be 'hosted ' in 
a way that does not hinder its 
functionality or usability 
The statistical data in the 
resource must be presented in a 
way that designers find useful 
and engaging. 
The resou rce must use a limited 
amou nt of text. 
The resource must present data 
collected about individuals in a 
visual manner. 
The resource must have an 
interface that operates in an 
obvious manner. 
The resource must be quick to 
use. 
Additional comment/question 
Must consider sample size required, scale 
of data collection I.e. where Is It sourced 
and how it ;5 collected. Consider ethical 
issues and logistics of large data collection. 
Must consider sample size, location of 
sample and how data will be collected. 
Consider eth ical issues. 
Must consider eth ical issues and what 
information designers would find useful. 
What questions will help designers 
understand peoples' aspirations for the 
future? 
Issues arose concerning running a resource 
over the internet; stand alone DVD or CD 
ROM format may be less restrictive. 
Investigate further during technical 
development. 
Desire for this to be represented in an 
original way - suggestions such as icons, 
graphics and schematiCS as opposed to bar 
charts. 
A visual approach requires a limited use of 
text. Wh ere text is used, it must be 
legible. Structuring the information in the 
resource into 'layers ' may be a way of 
reducing the amount of text that is 
displayed at anyone time, but maintaining 
the content level. 
Utilisation of video clips and images were 
clearly sought after by designers in the 
interviews. 
Video clips must be of a high quality and of 
a reasonable size. They must be edited to 
be as concise as possible and play in the 
'browser' as opposed to an independent 
media player. 
Images must be of a consistently high 
quality and show the interesting features 
of products in the resource, 
The interface must be simple and easy to 
use, 
The interface should where possible use 
conventional icons/symbols, 
Assess technical constraints that may limit 
speed, 
Interface layout must be consistent and 
logical. 
The resource must provide the designer 
with a sense of location as to where they 
are in the resource at anyone t ime. 
Speed of naVigation may be improved by 
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Additional 
features 
the use of keyboard shortcuts and controls 
such as 'forwards ' 'backwards' and 'home' 
as found on most internet browsers. 
The information must be structured into 
'layers' to make navigation easier and the 
mass of data less daunting. 
Consider variable navigation styles to suit 
the way that the designer works, 
investigate whether this may compromise 
usability. 
The resource must be flex ible in There was a clear desire to filter 
the way that designers can access information by the characteristics of 
information. different market groups e.g. gender, as 
well as the ability to search for different 
product types. 
The resource must be 
'pleasurable ' for designers to use. 
The resource should encourage 
inclusive design . 
The resource must provide a way 
of saving search results and 
reviewing data that has been 
collected. 
Searching and filtering data should be done 
through the use of icons and graphics 
wherever possible. 
Consideration of aesthetic appeal, use of 
icons and the use of standard navigation 
features. 
Speed and ease of use are of paramount 
importance to the appeal of the resource. 
Consider the inclusion of 'wow' factors in a 
subtle way. 
Consider the balance between interactive 
features and sticking to more conventional 
methods of control e.g. method of saving 
search information. 
Avoid the use of 'pop-up' displays, use 
scrolling where there is too much 
information for a standard screen size. 
Any interface mechanism that encourages 
inclusive design should be considered. 
Assessment of technical needs that would 
enable this functionality. Interface for such 
a feature must be quick and simple to use. 
Consider ways of annotating or 
manipulating saved data e.g. portfolio 
too/box. 
Table 6.2: Resource performance specification. 
The specification formed a set of guidelines t hat govern ed the development of the 
resou rce. At this stage the specification remained dynamic; technica l limi tations 
had yet to be considered and t he characterist ics of the data content had not been 
finalised. Nonetheless, the speci f ication provided a foundation upon which the 
resou rce was developed. 
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6.4 Conclusions 
The focus group that was conducted helped to address a number of issues in more 
detail than had been achieved by the interview sessions of study one. The findings 
from both studies contributed to the formulation of a comprehensive performance 
specification that would guide the development of the resource . Additi onally, a 
further set of guidelines were produced that provided some general principles for 
the development of the resource e.g. an emphasis on the quality of data . In the 
following chapter the next stage of the research programme is outlined; the 
collection of the data content of the resource. 
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Chapter seven 
Study two: consumer case studies 
In this chapter the first of two major studies that provided data for the resource is 
described. There is a brief review of the methodology that was proposed in chapter 
4 for this study, which is followed by a description of the various types of data that 
were collected and how these were processed in order to form the content of the 
resource. The chapter concludes with a brief summary of the ethical issues that 
were encountered during this study and the actual implementation of the data 
collection process and proposed methodology. 
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7.1 Introduction 
The performance specification described in the previous chapter outlined a number 
of the characteristics of the resource that was being developed. This chapter 
focuses on the second major study of this research programme; the collection of 
the qualitative data that formed the content of the resource. This involved the 
collection and processing of qualitative data concerning people, their lifestyles and 
the products they own that give them the most pleasure. This study ran 
concurrently with study three, the collection of quantitative data , which is reported 
in chapter 8. 
7.2 Research methodology 
The research methodology outlined in chapter 4 proposed a non-random sa mpling 
strategy that combined both purposive and snowball sampling. The principle 
m ethod of data collection was through Interview, specifically, semi-structured 
interviews. This approach was still appropriate as there were no radical changes to 
the type of data that it was proposed would form the content of the resource 
following study one. The resea rch methodology provided gUidance regarding the 
underlying principles of the data collection, however there was a need to develop a 
more rigorous data collection strategy. 
The performance speCifi cation contained basic guidelines about the qualitative data 
requirements of the resource. These were: 
The resource must contain data about specific individuals and the pleasure 
they gain from products that they own. 
The resource must contain data that Immerses the designer In peoples' 
lifestyles. 
The resou rce must capture the aspirational needs of consumers e.g. brands 
they aspire to. 
The previous investigation (Porter, et ai., 2002) that had formed the precursor to 
this resea rch programme also offered guidance regarding the type of data that 
would be collected in this study. The principle focus of this precursory Investigation 
was a discussion with consumers about their three 'most pleasurable products '; the 
three products that they owned that gave them the most pleasure. 
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Whilst study one had shown that there was clear support for qualitative data 
concerning pleasurable products, the interviews had also highlighted further data 
that designers sought. The performance specification that was developed showed 
clear support for information that immersed designers in the lifestyles of different 
consumers and information about consumers ' aspirations. 
7.3 Data types and processing 
The following sections outline the different data sets that were collected and offers 
a rationale for their development and inclusion in the resource. There is also a 
summary of the different data processing procedures that were required to develop 
the raw data into a format that could be integrated into a design resource. 
7.3.1 Most pleasurable products 
This data set formed the foundation for the qualitative data collected In study two. 
These data would later be developed into each of the case studies that would 
inspire and inform designers about the pleasure needs of consumers. The main 
objective was to interview each participant about three products that they owned, 
which gave them pleasure. Subjects who had agreed to be interviewed were 
briefed in advance concerning the products they could choose to discuss (brief in 
Appendix g). The participants were encouraged to select products that had a 
certain level of design to them; artefacts such as a photograph were not to be 
considered. However, a level of flexibility was employed when verifying the 
products that had been chosen by each individual, as it was felt that the underlying 
reasons behind the product being discussed were the most important factor in the 
data collection. As a result of this, products such as Jewellery, porcelain vases and 
textiles, can be found in the database. Although not traditionally items of Industrial 
Design, in each instance it was felt that the reasons the product gave pleasure and 
the anecdotes the participants offered, were of genuine value to designers. 
Furthermore, from a wider perspective, it was apparent from study one, that 
designers tended to focus on the physio-pleasure aspects of products, often 
neglecting the other ways in which products can elicit pleasure. It was often the 
case that products were included in the database when the pleasures they elicited 
and the stories aSSOCiated with them, would reinforce the notion that pleasure can 
be elicited in a variety of different ways. 
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Each of the particpants was interviewed with their chosen products to hand and was 
asked to describe in their own words, why each of the products gave them 
pleasure. A number of Interview prompts were also developed, these were used to 
probe further into the reasons that pleasure was elicited and to facilitate dialogue. 
The prompts were structured around the Four Pleasures (Jordan, 1997) as well as 
functionality and usability. The full list of interview prompts can be found in 
Appendix 10. A number of pilot trials were done using members of the research 
team in order to develop and refine the interview procedure and general guidelines 
for filming the interviews (see Appendix 11 for the interview protocol). 
The interviews were deliberately informal, each participant was encouraged to 
describe the reasons the product gave them pleasure in their own words. It was 
also explained to them that each clip would be edited, so issues such as repetition 
or pauses in conversation were not a concern. This led to a more relaxed Interview 
which allowed each participant to talk openly and frankly about the reasons they 
valued each of their products. 
Each of the interviews was edited into three short video clips that encapsulated the 
pleasures and emotions related to each product. The editing deliberately included 
close up images of the product to make the designer aware of specific features that 
were mentioned, as well as images of the consumer speaking and handling their 
product; giving the designer a greater sense of empathy with that individual. 
Figure 7.1 shows several stills from an interview. Each clip was reviewed by the 
research team to ensure that it encapsulated the pleasures that the product elicited 
and to add consistency to the editing and duration of each of the clips . 
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Figure 7. 1: Stills from an interview with a consumer discussi ng her most pleasurable products. 
7.3.2 More product information 
In order to supplement the information collected from the interviews, an additional 
' product history' was collected for each of the products. This would allow the 
designer to gain a number of basic facts about each of the items that was 
discussed . Information such as: 
Product description/brand ; 
Whether the product is a gift; 
The value of the product (when first purchased and now); 
The frequency that the product is used; 
was elicited. The information sheet can be found in Appendix 12. In addition to this 
brief history, a number of high quality photographs were taken of each of the 
products (Fig ure 7.2). Particular attention was paid to details such as control 
interfaces, textures or features of interest that were mentioned during the 
interview. A number of these still images were edited into the final video clips. 
However, a maximum of four were also chosen to provide the designer with a 
number of detailed images of the product under the ' more product information' 
data set. 
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Figure 7.2: An example of the 'more information' product images that were taken for each product. 
During video reviews, notes on each video clip were taken . These notes formed a 
summation of the different pleasures that each product elicited; structured within 
the Four Pleasure framework (Jordan, 1997). This summary was provided as a 
series of bullet pOints alongside the high quality photographs and product history 
that form the ' more product information' data set. The summary for the product in 
Figure 7 .2 is given below as an example: 
Physio-pleasure: he likes the look of the graphite weave which is visible. The 
steel sole gives a better sound when you hit a shot. 
Socio-pleasure: the fact that it is quite different is a talking point amongst 
other people. 
Psycho-pleasure: it reminds him of Porsche sports cars which can have 
graphite bonnets. 
Ideo-pleasure : he finds pleasure in the fact that it is a rare club that not a 
lot of other golfers use. 
7.3.3 Lifestyle survey 
Each of the participants completed a semi-structured interview about their lifestyle 
(Appendix 13). This data gave the designer a snapshot of each consumer's life and 
interests. A series of pilot studies were conducted to develop a semi-structured 
interview that covered a number of different subjects, ranging from family 
background and career history, to leisure activities and general interests. The 
questions were deliberatelY open-ended and included a number of aspirational 
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subjects e.g. ideal career choice, dream holiday destination, ete. The open-ended 
nature of the interview allowed the participant to elucidate on any of the subjects 
being discussed. The pilot studies had Initially tested a much more formal 
questionnaire (Appendix 14). but respondents did not feel that it allowed them to 
expand on any subject areas when they wanted to and they often felt unfulfilled 
after having completed the formal questionnaire. Furthermore, it was felt that as 
these data were qualitative and would be summarised in the resource as text, a 
more open ended style of survey could be employed. 
During the semi-structured interview, notes were taken for each of the topics that 
the participant discussed. These notes were then summarised under the fo llowing 
sections In the database : 
Family background and ca reer status (including 'dream job') 
Leisure activities 
Social life 
Reading habits 
Film viewi ng habits 
Television viewing habits 
Eating habits (styles of cooking, favourite foods) 
Travel (favou r ite holiday destinations, dream holiday) 
Music 
In addit ion to a summary for each of these subject areas, each consumer in t he 
database had a ' header' statement that encapsulated a major aspect of their life. 
This statement, along with the summarised comments, offers the designer a 
snapshot of each consumer's lifestyle . 
7.3.4 Attitude survey 
Each of the participants also completed a structured Interview that was used to 
assess consumer attitudes towards pleasure. This structured interview is described 
in more detail in chapter 8 as it formed the main data collection method for study 
three. These data were added to that from study three in order to increase the 
sa mple size for statisti ca l analysis. The attitude survey served another purpose, as 
it allowed each partiCipant to beg in to think in more detail about the manner in 
which pleasure can be elicited from products. This proved useful during the 
videotaped interview (which took place at the end of the interview session), as the 
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subjects were often made more aware of the subject matter, more willing to share 
their views on how the products in question gave them pleasure and were more 
capable of expressing these views. 
7.3.5 Brands 
There were clear indications that desig ners sought information regarding consumers 
and their favourite brands and it had been suggested in study one that this type of 
information had an aspirational quality that designers found valuable in beginning 
to understand a consumer. Each of the subj ects was asked to name up to three 
brands that they liked, aspired to or felt reflected them as a person. Subjects did 
not have to choose brands that were specifically design orientated and were 
encouraged to consider brands from any area of life. The particpants were also 
asked to explain why each of the brands they chose appealed to them . 
The comments made by each individual regarding the reasons why they had chosen 
each brand, were summarised as keywords or a short statement. In order maintain 
the visual nature of the resource the comments for each brand appear alongside 
the brand logo in the database. An example from study two is shown in Table 7.1. 
SONY 
ORrTISllAIRWAYS ~ 
I like the knowledge that I am trying to be ethically right. 
They are often more expensive. 
I like the way their products look and they are quite reliable. 
I have never had a bad experience with them. 
Table 7.1 : Example of one consumer's brand choices and rationale from study two. 
7.3.6 Style choice 
There was a clear need to collect data concerning peoples' lifestyles and the 
products they find most pleasurable. However, it is clear that any product 
consumers discuss will often be one with which they have developed a relationship. 
It became apparent in the development of the data collection strategy, that there 
was also a need to understand the more short-term, impulsive attitudes of 
consumers concerning their aesthetic sensibilities. The style choice data set is an 
attempt to capture this more changeable information, providing insight into the 
11 8 
'style' of product that a consumer gains pleasure from and the qualities they may 
use to assess products before purchase. 
In order to assess the consumer's 'style choice' each participant was presented with 
images of four different generic product types; mobile phones, wristwatches, chairs 
and fonts. Under each product choice Is a selection of five different types of that 
product i.e. five different chairs, five different mobile phones, ete. These five 
different types of product are intended to portray the full breadth of style for that 
product type i.e. five mobile phones that show the full range of phones available on 
the market at that time (Figure 7.3). The consumer is asked to select their 
favourite of each product type and provide a rationale for that choice. This 
essentially provides the designer with a snap-shot of the style that a consumer 
seeks from a number of generic products. 
The style choice questionnaire was developed through an extensive focus group 
with a number of designers, more information about its development can be found 
In Appendix 15. Informal discussion amongst the research team decided upon the 
four generic product types (mobile phones, fonts, wristwatches and chairs), as 
these represented 'products' with which the vast majority of the general public 
would be familiar. It was also felt that these offered an interesting mixtu re of 
products for the participants to consider, as well as an interesting and thought 
provoking range of products for a designer to review. The focus group study that 
was undertaken to create the sty le choice questionnaire developed the range of 
products that was shown to the participants under each category (Figure 7.3). 
When the questionnaire was administered, all of the images were represented in 
greyscale to remove any colour effect for any product and the sequence of each 
product range was also randomised on each occasion to remove any order effect. 
For the product category of wristwatches, a male and female range was created 
and participants were asked to select the wristwatch they preferred from the range 
that corresponded to their gender. 
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Figure 7.3: The style choice products; consumers were asked to select their favourite from each of the 
different rowS of product types Le. which chair from the top row, which mobile phone from the second 
row and so on. The final two rows show the di fferent male and female options for wristwatches. 
During data collection, each participant was asked to select the product from each 
of the four categories that they found the most appealing. In addition they were 
asked to annotate their choice with a rationale as to why they had chosen that 
product over the others in the range. These comments were added to their choices 
when shown in the database. This not only offers the designer insight into the 
particular style of product that a consumer may like, but also that consumer's own 
reasons behind their choice. 
1.3.1 Personality assessment 
Although not the primary focus of this programme of research, it was decided that 
there was an opportunity to gather information concerning consumer personality, 
as this might prove useful to designers. Each participant completed a short self-
report questionnaire called the ' big five locator test ', developed by Warren Norman 
(Gleitman, et aI., 2000). The name 'big five' refers to the five personality traits; 
openness, conscientiousness, extroversion, agreeableness and negative 
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emotionality. All other t raits are said to fa ll with in these f ive (Gleitman, et aI. , 
2000) 
The quest ionnaire (Append ix 16) was processed to reveal t he consumer's score 
along each of t he five di ffe rent personality t raits. Each score was then converted to 
a series of statements (utili sing the score sheet, see Appendix 17) that described a 
different facet of that consumer's personality . This produced a concise persona lity 
profi le for each consumer. 
7.3.8 Summary of data collection 
Table 7.2 below summarises the different types of data that were co llected, the 
method of collection and the format the data is processed into before it was 
integ rated into the resource . 
Data type Collection Data format Data format 
method collection 
Most pleasurable Semi-structured Video footage 
prOduct Interview 
More product Questionnaire Text and photographs Text and photographs 
information 
Ufestyle data Semi-structured Text Text 
interview 
Attitude survey Standardised interview Numerical data Numerical data 
Brand data Semi-structured Text Text and images 
interview 
Style choice data Semi-structured Text Text and images 
interview 
Personality data Questionna ire Numerical data Text 
Table 7.2: Summary of study two data types. 
7.4 Ethical issues 
A number of ethica l issues arose during the development of the data co llect ion 
strategy. A key stipu lation of t he data collection process was to wherever possible, 
conduct interviews in the consumer 's home or a location that was personal to t hem 
e.g . an office space. There were a number of reasons for t his. From a practical 
perspective it was beneficial to have the products that they chose to speak about in 
situ, often they wou ld have been too large or impractica l to bri ng to an interview 
away from home. Furthermore, t he home set ting often made t he interview more 
informal and the participant was more at ease with the process. This stipulat ion 
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has obvious ethical issues, as any participant is effectively 'inviting' the researchers 
into their home. University clearance for this stipulation was sought (Appendix 18) 
and all participants briefed in advance to ensure that they were comfortable with 
the process. On several occasions it was not possible to conduct the interview 
under these 'ideal' conditions. On these occasions a University meeting room or 
office was used. 
Another issue is the video-taping of the interviews. In this instance all of the 
participants were fully briefed about the aims of the study and the possible ways in 
which the data may be used . All of the participants completed a consent form 
(Appendix 19) and to ensure they were completely comfortable with the data being 
used within the database, they were offered the opportunity to use a pseudonym 
under which they could be known. Additional precautions were also taken 
regarding any images which could be used to trace a participant, for example, the 
number plates of any cars that were video-taped or photographed were digitally 
removed. 
7.5 Data collection 
The data collection process consisted of 100 interviews that took place over 18 
months. A total of 47 males and 53 females, between the ages of 18 and 80 years 
were interviewed. The majority of interviewees were from the East Midlands area; 
however, 6 were from the South West and another 6 from the South East. In these 
instances, a large enough number of suitable participants were identified in 
advance for the time and expense of the data collection in these more distant 
locations to be feasible . Each interview lasted approximately one hour and in each 
case two resea rchers were present; both the author and another researcher who 
was responsible for filming and photography. A full data collection protocol can be 
found in Appendi x 11 that outlines each stage of the data collection process for one 
interview; however Table 7.3 below summarises the major procedures for each 
researcher during data collection. 
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Researcher 1 
(the author) 
Briefing of participant 
Researcher 2 
Photographing and static filming of 3 
most pleasurable products Lifestyle Interview 
Personality/Brand/Style choice 
Questionnaire 
Set up interview area for main interview 
3 pleasurable product more detail 
questionnaire 
Interview about 3 most pleasurable products; researcher 1 takes notes and uses prompts 
during interview, researcher 2 responsible for filming. 
Table 7.3: Interview activities for each researcher, activities run concurrently until main interview where 
both researchers are then present. 
7.6 Conclusions 
The data co llection phase of the second study lasted approximately 18 months. 
During this time 100 interviews were conducted that resulted in 300 Video case 
studies and a library of high quality Images that capture the manner In which 
pleasure can be elicited by products. Additionally, several other packages of data 
were collected from each participant that offers the designer a 'snap-shot' of each 
individual's life, ranging from their favourite brands and personality, to their leisure 
interests and dream holiday destinations. In the following chapter, the third study 
in this programme of research is described ; the collection of quantitative data 
concerning peoples' generic attitudes towards product pleasure. 
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Chapter eight 
Study three: consumer attitude survey 
In this chapter the third study of this programme of research is described. A 
survey was conducted in several locations in the UK in an attempt to capture data 
regarding consumer attitudes towards product pleasure. Described in this chapter 
is the collection and analysis of that data and the interpretation of it within the 
context of resea rch and thinking in this area. The chapter concludes with a brief 
discussion of how the data from thi s study may be effectively integrated into the 
resource. 
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8.1 Introduction 
During the investigation conducted before this research programme (Porter, et aI., 
2002) a number of indicative trends concerning the effect of age and gender on 
consumer attitudes to product pleasure were discovered. The Interviews with 
designers in study one had also shown that there is a need for this type of data to 
support the design process. Described in this chapter are the collection, analysis 
and interpretation of a large sca le consumer survey that built upon the findings of 
the previous investigation. The chapter concludes with a discussion regarding the 
integration of this data into the design resource in a format that is appealing and 
engag ing for designers. 
8.2 Review of methodology 
The methodology proposed in chapter 4 was governed by the need to collect data 
from a similar number of males and females and with an equal spread across 
different age groups (18-25 yrs, 26-35 yrs , 36-45 yrs, 46-55 yrs and 56+ yrs of 
age); this would then allow the appropriate statistical tests to be applied . A quota 
sampling strategy was chosen . This involved the stratification of the population 
into distinct groups, by gender and the age categories, with the objective of 
collecting an even number of samples in each group. To counterbalance any 
regional variation within the data, the sample was drawn from across the UK, with 
surveys conducted in several major cities . The minimum sam ple size needed (200) 
for percentage comparisons on more than two characteristics (Chadwlck, et aI., 
1984) was exceeded in order to allow the appropriate statistical analysis of the 
data. 
It was also proposed that the survey would be an on-street standardised interview 
(Oppenheim, 1992) with the interviewer present to explain the principles behind 
the survey and to familiarise participants with the subject matter. This approach 
was also appropriate considering the sampling strategy, as a standardised interview 
method would suit an on-street survey. The conclusions drawn from study one had 
not changed the proposed data collection methodology. 
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8.3 Aim 
To gain an understanding of the effect of age and gender on consumer attitudes 
towards product pleasure. 
8.3.1 Objectives 
1. Develop a survey that can be used to assess consumer attitudes towards 
product pleasure. 
2. Conduct the survey, collecting a sa mple size suitable for statistical analysis for 
any trends. 
3. Evaluate any trends found, in the context of current literature. 
4. Consider the manner in which the attitudinal trend data may be best presented 
to designers. 
8.4 Survey strategy 
The standardi sed interview that was developed was based upon a questionnaire 
used in a previous study (Porter, Chhibber, et aI., 2002) which can be found in 
Appendix 20. A number of pilot studies were conducted to deve lop the final 
interview questionnaire. A sample of the f inal sta ndardised interview questionnaire 
is available in Appendi x 21. 
Prior to the interview, participants were asked to read a brief statement that 
informed them of the nature of the investigation and the intended use of the data. 
They were then asked to sign the consent form on the front of the questionnaire. A 
number of Initial questions gathered Information such as the participant's age, 
gender, ethnicity and income; this allowed the classification of the data during 
statistical analysis. They were then asked to answer a number of questions 
regarding their preferences towards product functionality, usability and each of the 
Four Pleasures (Jordan, 1997). These are outlined in Table 8.1. 
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Product 
characteristic 
Functionality 
Usability 
Physio-pleasure 
Socio-pleasure 
Psycho- pleasure 
Ideo-pleasure 
Attitude statement 
I like products that (select one from four) .. . 
- have exactly the functionality I know I will use 
- have exactly the functionality I know I will use, plus 
some other functions that I am interested to explore and evaluate whether 
they will be useful 
- have more functionality than 1 will probably use 
- have the maximum available functionality, despite the fact that I will not use 
many of these functions 
[ like products that (select one from four) .. . 
- are simple and easy to use first time 
- are challenging to leant, but once learned they are easy to use 
- that are challenging to use even after I have owned them for a while e.g . a 
computer game with increasingly more challenging levels 
- have 'secrets' and hidden fea tures that I have to discover over time, whi lst 
learning to use the product 
(select as many as you like) ... 
- the colour(s) of a product are important to me 
- the touch and feel of a product when I interact with it are important to me 
- the ' right' sound of a product in use is important to me e.g. the clunk of a car 
door 
- the way materials are used in a product is important to me 
- the shape and form of a product is important to me 
[ like products that (select as many as you like) ... 
- demonstrate I have a discerning taste to other people 
- demonstrate to other people that I am successful 
- tell other people something about me e.g. sports watch, ethniC clothing 
- are a talking point amongst my friends and/or my family. 
- are a talking point amongst any group of people 
- allow me to socialise 
- that fit into any social context e.g. a Wristwatch that can suit a forma l or 
casual situation 
- that are understa ted 
[ like products that (select as many as you like) ... 
- express an aspect of my personality 
- allow me to complete tasks easily 
- operate in a meaningful way to me e.g . desktop metaphor on a computer 
- have some level of personal significance to me e.g . a gift from a loved one 
[ like products that (select as many as you like). .. 
- represent an ideology that I believe in e.g. eco-friend ly, fair trade, 
materialism 
- where the overall aesthetics (the combination of form, textures, colour, etc. 
that create the aesthetic) of a product are important to me 
- from a particular brand 
- by a particular deSigner 
Table 8 .1: Standardised interview questions. 
For the questions concerning product fu nctionality and usability, the participants 
were asked to select which one of the sta tements t hey most agreed with. For the 
remaining series of statements that covered each of t he Four Pleasures (Jordan, 
1997), they were allowed to select any that they agreed with. Participants were 
expressly told t hat it was acceptable not to ag ree with any of the statements and 
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conversely, if they felt that they agreed with all of the statements, it was 
acceptable to pick all of them. 
8.5 Data collection 
The data collection process used a quota sampling strategy as described in section 
8.2 . In an attempt to neutralise any regional variation, the strategy involved 
administering the survey In several UK locations, summarised In Table 8 .2. 
City/Town 
Loughborough 
Nottingham 
Leeds 
York 
London 
Bournemouth 
Norwich 
Cardiff 
Bristol 
Newcastle upon Tyne 
Edinburgh 
Location 
Town centre 
City centre 
City centre 
City centre 
Euston Station & Leicester Square 
City centre 
City centre 
City centre 
City centre 
City centre 
City centre 
Table 8 .2: Study three survey locations. 
In order to conduct the survey in each of the locations, local authorities were 
contacted (Appendix 22) and permission gained to survey at a specified location on 
a set date and between specific times. On each occasion, either two or three 
researchers conducted the survey. The survey in Loughborough was the final pilot 
study to assess the survey strategy; no changes were necessary and these results 
were added to the final pool of data . The same standardised interview was also 
administered to each of the particpants during study two (described in chapter 7). 
These data were added to the pool of data that underwent statistical testing in this 
study. A total of 682 participants completed the interview, Table 8 .3 summarises 
the number of participants captured in each of the locations. 
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City /Town/Source Number of Percentage 
~artici~ants 
Loughborough 46 6.7 
Nottingham 60 8.8 
Leeds 53 7.8 
York 57 8.3 
London 71 10.4 
Bournemouth 61 8.9 
Norwich 51 7 .5 
Cardiff 49 7.2 
Bristol 55 8.1 
Newcastle upon Tyne 45 6.6 
Edinburgh 34 5.0 
Study two participants 100 14.7 
Total 682 100 
Table 8.3: Number of participants interviewed from survey locations and sources. 
In order to perform the appropriate statistica l ana lyses it was vital to co llect an 
even number of responses across both genders and the different age groups; this 
was successfully achieved, as described in Table 8.4 and Table 8.5 . 
Gender Number of Percentage 
l2articil2ants 
Male 327 47 .9 
Female 355 52.1 
Total 682 100 
Table 8.4: Percentage of participants by gender. 
Age Number of Percentage 
l2articil2ants 
18-25 143 21 
26-35 133 19.5 
36-45 143 21 
46-55 131 19.1 
56+ 132 19.4 
Total 682 100 
Table 8.5: Percentage of participants by age. 
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Data were also collected concerning the particpants' ethnicity, income and whether 
they had any disabilities. These characteristics were not the focus of the statistica l 
analysis. However, a brief summary can be found in Appendix 23. 
8.6 Data analysis 
The resultant data were entered Into the software packaged SPSS (Statistica l 
Package for the Social Sciences) where a number of different sta tistica l tests were 
performed. The data that were collected is nominal data; frequency counts that 
show what category a subject is in, rather than representing a position on an 
ordinal or interval scale. The main objective of the analysis was to study the effect 
of age and gender on the responses to the questions. The chi-square (X' ) statistic 
was used to do this. The analysis used the x.' test in two ways; as a test of fit and 
as a test of independence. These are explained below. 
8.6.1 Chi-square as a test of 'goodness of fit' 
In this Instance the test was used to examine whether a distribution of results for a 
question differed from the expected pattern of frequencies. This test was used for 
analysis of responses across the entire sample population, not accounting for age or 
gender. This allowed the examination of the entire sample populations' attitudes 
towards product pleasure. The test works by comparing the observed frequency 
count of results to the expected frequency. If there is no effect (i.e. the population 
does not show preference for one of the possible answers) then the test does not 
reach significance as the observed and expected results are too simi lar for an effect 
to be present. However, where the population did show a preference, significance 
is reached when the observed and expected results differ to a large enough extent 
for an effect to be present. Hence, the test checks the 'fit ' of the observed results, 
with the expected results that would arise were there no effect. 
8.6.2 Chi-square as a test of independence 
When using the X' statistic as a test of independence, observed frequenci es are also 
being compared with expected frequencies, but in this instance two (or more) sets 
of frequencies are compared to see if they differ from each other to a great enough 
extent to conclude that the independent variable does have an effect. This test was 
used when analysing the responses with respect to age and gender. The test 
compared the responses of either gender or different age ranges to assess if they 
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differed from each other to a great enough extent for that variable to be classed as 
having an effect. 
8.6.3 Eyeballing for trends 
The sample size of the data that were collected was sufficient In volume to al low 
statistical testing; however it is important to highlight the validity of 'eyeba lling ' the 
results to pick up any trends. This involved plotting results as histograms and 
looking for visual clues of any trends that may be apparent in the sample 
population. In a number of cases results did not attain statistica l significance, but a 
visual analysis showed evidence of a relationship. Eyeballing for a trend is useful 
as it shows that it may be 'bubbling under', close to significance but not quite 
strong enough to reach it, highlighting possible areas for future research . 
8.7 Results and discussion 
The results of the survey are described in this section, with an emphasis placed 
upon trends that were apparent in the data across the entire population, gender 
and different age groups. In the majority of cases, trends that have been 
discussed reach significance to a leve l of p<O.OS or p<O.Ol at the appropriate 
degrees of freedom. However, on severa l occasions results that do not reach 
significance have been noted, as these are of particular interest, or perhaps are 
nearing significance, illustrating that an effect may be present. The results are 
presented under each of the different product characteristics that were assessed; 
functionality, usability and the Four Pleasures (Jordan, 1997). 
The results have been discussed within the context of other findings in appropriate 
literature; although, the discussion also includes a number of real life consumer 
case studies from study two where it was felt that these examples corresponded 
with the trend that has been found. 
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8.7.1 Consumer attitudes towards product functionality 
The particpants were asked to select the level of product functiona lity that they 
preferred from a series of statements (see Table 8. 1) . The findings are 
summarised in Table 8 .6. 
x2 across whole 
sample 
x2 across gender 
x2 across age 
x2 value 
306.75** 
5.45 
63.83** 
Table 8.6: Chi-square results for functionality (* indicates significance of p <O .OS, ** indicates 
significance of p<O.Ol) . 
It is clear from Table 8.6 that there were significant trends across the entire sample 
and across age. Figure 8 .1 illustrates the finding s across t he entire sample. 
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It is evident from Figure 8.1 that the sample showed a preference towards products 
that have either the exact functionality required (39%), or slightly higher levels of 
functionality that can be explored (44%). There was a low appreciation of products 
with more functionality than will be used (9%), or maximum functionality (8%). 
The results in Table 8.6 show that this trend was significant. Case study 1 is an 
example from study two of how exact functionality can be appealing; the consumer 
found the simple 'point-and-shoot' functionality of his standard 35mm film camera 
to be pleasurable. 
Case study 1 (male, 46-55yrs) - Bob's camera 
" .. . the electronics do absolutely everything .. . its auto focus as 
well ... and that's your picture taken and I guarantee it ' ll be a 
good one! " 
Literature indicates that functionality is now seen as a prerequisite for products; 
Jordan's (1997) adaptation of Maslow's hierarchy of needs shows functionality as 
the base level of consumer satisfaction. However, the pleasure capacity of 
functionality should not be underestimated and as the results show, the level of 
functionality that brings pleasure must not be misjudged. The work of Burns and 
Evans (2000) focuses on the pleasure derived from the functional ity of automotive 
interiors and proves an interesting case in point. 
Burns and Evans found that interior functions fell into three categories : expected 
features, wanted features and unexpected features. Their research highlights the 
fact that the pleasure derived from these different functional groups is moderated 
by their ' level of execution'. In essence, customer delight was found to be at its 
highest when features (regardless of how much the customer wanted them) were 
'executed' to a high level. It is interesting to note that 'expected ' functionality 
when well executed, was a source of pleasure to the consumers in their study, 
indicating that apparently basic functionality can also bring pleasure to consumers. 
Burns and Evan's (2000) work draws attention to the issue of functionality and 
pleasure, and more notably, highlights the fact that increasing the functionality 
available to the consumer does not directly increase the level of pleasure. 
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Additionally, they show that basic functionality, if executed well, can be a great 
source of pleasure to the consumer. 
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Figure 8.2 shows the results for product functionality by gender. Eyeballing the 
data shows that there is a slight preference for products that have the exact 
functionality required, for females (43%) compared to males (35%). This is 
counterba lanced by a slight preference in males towards products that have 
additional functionality which can be explored (47%) compared to females (42% ). 
However, as the results in Table 8.6 show; significance was not achieved. 
134 
100 
90 
80 
70 
Q) 
Cl SO 
.l!l 
c: 50 Q) 
(J 40 ~ Q) 
c.. 30 
20 
10 
0 
Exact 
functionality 
Exact rIore functionality 
functionality plus than I w ill 
sorre others that 1 probably use 
can explore 
Functionality 
Maxirrum 
functionality 
despite the fact 
that I w HI not use 
many of these 
functions 
Figure S.3: Preferred level of functionality against age. 
018-25 
. 2S-35 
o 3S-45 
04S-55 
. 5S+ 
Figure 8.3 shows the effect of subject age on the preferred level of functionality. It 
is evident that there does appear to be an age effect; with increasingly older age 
groups preferring products that display exact functionality (36-45 yrs, 48.3%; 46-
55 yrs, 48.1%; and 56+ yrs, 53%). This is mirrored by a higher proportion of 
younger age groups preferring products with more functionality that they ca n 
explore (18-25 yrs, 57.3% ; 26-35 yrs, 51.1%). A X2 value of 58.86 was attained, 
reaching a significance of p <O .Ol; proving the age effect. This is probably explained 
b the fact that younger age groups tend to expect more from the products they 
buy and are essentially more comfortable with technology and exploring the 
functionality of products. The opposi te is true for older users, who appear to seek 
products that are fit to the task and do not have additional functionality . Case 
studies 2 and 3 highlight this contrast; case study 2 is an example of a highly 
function al device which was chosen by the younger consumer for this reason, whilst 
case study 3 shows the pleasure that a simple and basic device has brought to an 
older consumer. 
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Case study 2 (male, 26-35yrs) - Russ'mp3 player 
" .. .what I like is the capacity to take virtually all of my CD 
collection ... and you get the computer related features that 
allow you to skip tracks, order your tracks and all the rest of 
it... I particularly like its functionality, it was a functional 
choice. " 
Case study 3 (female, 56-65yrs) - Glynis' potato peeler 
" .. . it has a better blade than several I have tried to replace it 
with ... and it takes nice thin layers of the potato or vegetable 
when you use it" 
From these results it is plaUSible to draw the conclusion that younger age groups 
are more comfortable with technology and the additional functionality that it often 
facilitates. Work by Osman, et aI. , (2003) into mobile phones and future mobile 
phone usage indicates that younger age groups are more technologically aware and 
more willing to explore the additional funct ionality that future technological 
developments might offer. In contrast, older age groups seem to show less 
appreciation for additional functionality, finding greater pleasure in products that 
simply perform the task for which they are intended. Similar results were gained in 
a European study by Marcellini, et aI., (2000) when assessing elderly user 
acceptance of three forms of technology (automatic teller machines, telephone 
cards and ticket machines) in Germany, Italy and Finland; with the majority of 
participants not using any of the chosen forms of technology at all. Marcellini, et 
al. (2000) propose a reason for this trend and the greater level of acceptance in the 
younger consumer: 
the use and acceptance of technology are not easy for the elderly and 
these aspects are age-affected. Probably for the first time in human history, 
the younger generations have more expertise than the older generations; 
they possess the know-how of modern technology which they can transmit 
to their elders ... It is clear that younger adults also easily learn to use new 
technologies ... Although they have to learn to use new procedures, they do 
not have to unlearn old ones, like older people do. This is what partly limits 
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the adult and especially the elderly person, who begins to use new 
technologies: the task of having to unlearn because the grammar of the new 
technologies rarely corresponds to the technological grammar of older 
people.' 
Their proposal may indicate that in order to design more 'pleasurable' and 
acceptable technology for the elder user, a better understanding of their attitudes 
and understanding of technology is needed . However, Hirsch, et aI., (2000) draw 
attention to a potential disparity in the elder consumers ' acceptance of technology: 
' ... elders' perception of their own abilities are often out of step with their 
actual abilities. This incongruity has significant implications for an elder's 
experience. For example, an elder can operate below her actual ability, 
causing her to be fearful of attempting relatively safe tasks. Conversely, the 
elder may overestimate her own ability, causing her to undertake risky 
tasks. The design of assistive devices plays a significant role in how elders 
negotiate their perceived and actual abilities.' 
Hirsch, et al ., (2000) present a conceptual diagram of the actual and perceived 
functional decline of the consumer, shown in Figure 8.4. 
' " . 
' " . 
Age in years 
Figure 8.4: Conceptual diagram of the decline of functional ability over time [solid line indicates 
functional ability; dotted line indicates a person's perception of their own ability], 
In Figure 8.4 it is clear to identify an inequality between the actual functional 
decline of a consumer and their perception of their own decline. This simple model 
highlights the potential dangers that a designer may face when designing for the 
elder consumer; the research findings in Figure 8.3 indicate that the elder 
consumer finds greater pleasure in products with exact functionality. However, it is 
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important for the designer to understand that a consumer's (in this case the elder 
consumer) perception of their own abilities has implications upon the level of 
fun ctionality they find acceptable. This perception may, or may not, be In 
accordance with their actual level of ability. 
While the survey results indicate lower leve ls of technology acceptance with an 
increase in consumer age, it is important to note that the stereotype of the techno-
phobic older consu mer may be In decline. Qulgley and Tweed (2000) cite a survey 
performed by com puter manufacturer Packard Bell in the 1990's as evidence of 
older generations becoming more comfortab le with technology. Between the 1995 
and 1998, the percentage of elderly users of home PCs in the US rose from 29% to 
40%. Whilst indicating that older users may be becoming more comfortable with 
new technology, Quigley and Tweed (2000) also propose that a person's leve l of 
education, favourability to new technology and income, affected their accepta nce of 
PCs. It is also fair to predict that as current ' technology aware ' younger 
generations age they will carry with them their more open attitudes towards 
technology and its uses; potentiall y lead ing to a shift in time towards an 
appreciation of more functionality in products across all age ranges. 
8.7.2 Consumer attitudes towards product usability 
The participants were asked to select their preferred level of product usability from 
a series of statements (see Table 8.1). The findings are summarised in Table 8.7. 
It is clear from the summation that there was a signi ficant trend across the entire 
sample and across age. 
X' across whole 
sample 
X' across gender 
X' across age 
x'value 
512.19** 
7.61 
56.21 ** 
Table 8.7: Chi-square results for usability (* indicates significance of p<O. 05 , ** indicates significance of 
p<O.Ol). 
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Figure 8.S shows the results for the entire sample population . 
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Figure 8.5: Preferred level of usability for the whole sample. 
It is clear from Figure 8.S that there was a preference across the sample population 
for products that are simple and easy to use (60%). 27% of the sample population 
preferred products which are initially challenging to use but then easy, with the 
remain ing 13% of the sample split across the remaining two categories. 
It is natural to assume that people want products to be simple and easy to use. 
Much work has been done on product usability and it is now accepted that ease of 
use (good usability) is intrinsic to most consumer products. Jordan (2000a) 
proposes that adequate usability is now inherent in consumer products and that it is 
no longer a consumer satisfier, i.e. usability is a pre-requisite and if it is poor the 
consumer is dissatisfied. It is thus possible to conclude that the majority of the 
sample population will prefer products that are simple and easy to use, as it has 
become a central tenet to that which consumers perceive as good design. An 
example of this trend from study two is illustrated in Case study 4. 
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Case study 4 (female, 18-2Syrs) - Katy's hand blender 
" ... it's really really easy to use ... you just press the big green 
button! It's not complex in any way." 
However, it does not automatically follow that making products simple to use will 
always result in a pleasurable experience. Djajadiningrat, et al., (2000) highlight 
the fact that current work on usability focuses on making things easier, however, 
they propose that there is more to usability than just ease of use: 
'A user may choose to work with a product despite it being difficult to use, 
because it is challenging, seductive, playful, surprising, memorable or 
rewarding, resulting in enjoyment of experience.' 
They propose that usability isn't simply a question of making things as easy as 
possible, but making the experience of using a product more enjoyable: 
'Bringing together 'contexts for experience ' and 'aesthetics of interaction ' 
means that we do not strive for making a function as easy to access as 
possible, but for making the unlocking of the functionality contribute to the 
overall experience.' 
In essence, Djajadiningrat, et aI., (2000) draw attention to the fact that there is a 
danger of products becoming over-simplified and as a result the designer may lose 
the chance to develop and exploit the interaction that the consumer has with the 
product to elicit joy and pleasure. As they summarise, 'Don't think ease of use, 
think enjoyment of experience'. Gaver, et aI., (2003) refer to a similar theme, that 
of ' ambiguity' in design: 
'The ability for ambiguity to evoke personal relationships with technologies is 
particularly relevant as digital technologies are designed to support activities 
outside of work . Traditional concerns for clarity and precision are superseded 
in such systems by the need to provide rich resources for experience that 
can be appropriated by users.' 
This proposal highlights the fact that, if delivered in the right context and manner, 
interfaces and products can be engaging to the consumer, rather than merely 
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usable. While the evidence presented in Figure 8.5 suggests that consumers 
predominantly seek products that are easy to use, designers must realise that 
consumers can seek products that challenge and intrigue . Furthermore, usability 
should not simply be seen as condensing the products' functionality down to the 
most basic of interactions, but embracing the concept that interacting with a 
product ca n foster pleasure and enjoyment if the enti re experience is evaluated and 
considered . 
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The resu lts for the preferred level of usability across gender are shown in Figure 
8.6. Eyeballing the data and the results in Table 8.7 show that there was no 
gender effect; both ma les and females showed simi lar responses. The closeness of 
the responses of the two groups indicates that both ma les and females have simi lar 
attitudes towards product usability; a desire for products that are either si mple and 
easy t o use or perhaps challenging when initially used, but then simple after some 
time . 
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It is clear from Figure 8.7 that there is an age effect concerning consumer attitudes 
towards usability. The results for the entire sample indicated that 60% of the 
participants preferred products that are simple and easy to use; Figure 8.7 shows 
that a high proportion of these are from the older age groups e.g . 78% of the 56+ 
age group, compared to a much lower percentage in the younger age groups e.g. 
41.3% of the 18-25 year old age group, 51.9% of the 26-35 year old age group. 
27% of the entire sample preferred products that were initially challenging to use, 
but after some ownership were easy to use. Figure 8.7 also shows that a relatively 
higher proportion of that 27% are from the younger age groups e.g. 18-25 yrs, 
33.5%; 26-35 yrs, 34.5%. This indicates that younger age groups were more 
willing to use products that require a level of learning or are a challenge to use. 
The percentage of the 56+ yrs age range seeking a similar level of usability was 
markedly less; 18.9% . This adds weight to the premise that younger age ranges 
tend to be more comfortable with technology and with learning how to use it. 
The desire from older age groups to have usable and simple products is highlighted 
by the low percentage selecting either one of the final categories of usability; only 
6.1 % of 46-55 year aids and 2.3% of 56+ year aids wanted products that were 
always a challenge to use. This pattern is repeated for the final category of 
products with hidden features that need to be discovered over time; with 5.3% of 
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46-55 year olds and 0.8% of 56+ year olds selecting this level of usability. The 
clear age effect was verified by a chi- square test that attained statistical 
significance as shown in Table 8.7. This generational trend is apparent in the data 
from study two, as described in case studies 5 and 6. 
Case study 5 (male, 66-75yrs) - Derek's planer 
" ... it's so easy to use ... you find that you can plane wood down 
to very fine limits ... its simplicity itse lf" 
Case study 6 (male, 18-25yrs) - Will's SLR camera 
" .. .1 wanted to learn something about photography and I 
thought the best way to learn something about it, would be 
to buy an old SLR." 
Usability testing of products has often showed marked differences in performance 
and user age (Freudenthal and Mook, 2003) and it is evident from the results 
gained here that there is a link between the two. Freudenthal and Mook (2003) 
account for the disparity in usability results between generations, by the technology 
that they encounter in their 'formative years'; noting that older users are less 
familiar with iconic displays and the use of metaphor in interaction with products 
when compared to younger users. As is seen in the results from this study, it is 
possible to draw links between the individual's experience with technology at a 
younger age and their current preferences. As a result, older consumers, with less 
experience of interacting with modern technology, desire simple and easy to use 
products, while younger consumers, more familiar with modern technology, can 
often be more willing to learn about a more complicated interface or are more 
accepting of products that require some learning . These results also draw parallels 
with the findings reported for consumer attitudes towards product functionality 
(section 8.7.1). As current generations age, it is logical to propose that the more 
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technologica lly able younger generations wi ll ca rry t his greater desire for 
cha llenging and engaging products into their older age. 
8.7.3 Consumer attitudes towards Physio-pleasure 
The particpants were asked t o select which statements about physio-pleasure t hey 
agreed with from a list (see Table 8 .1). A summary of the findings for consumer 
attitudes towards physio-pleasure is shown in Table B.S. 
Q Statement X' across x2 across x2 across age 
whole gender 
sam~le 
A The colour(s) of a product is 36.60-- 26.03-- 123.20'-
important to me 
B The touch and feel of a product 47.51 ** 0.69 9.58' 
when J interact with it are 
important to me 
C The 'right' sound of a product in 26.33** 10.40 ** 4.21 
use is important to me e.g . the 
clunk of a car door 
D The way materials are used in a 0.29 0.81 10.2S' 
product is important to me 
E The shape and form of a product 90 .18** 2. 17 7.55 
is imQortant to me 
Table 8.8: Chi-square results for Physio~pleasu re. (* indicates significance of p<O.05, ** indicates 
significance of p<O.Ol) 
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Figure 8 .B: Physio-pleasure across the sample population. 
Figu re 8 .8 shows t he physio-pleasure findi ngs across t he enti re sample popu lation. 
It is evident that the co lour of a prod uct was important to the sample, with 61.6% 
stating that they valued this product characteristi c, which was significant to 
p < O.Ol. An example of t he importance of co lou r to t he sample population is shown 
in case study 7. 
Case study 7 (female, 18-25yrs) - Karin 's purse 
" .. . it's one of my favourite colou rs, ce r ise ... it sparkles as well 
and t hat makes me happy ... " 
There is no doubt t hat co lour is an important component of the emotional appeal of 
products, as Baker (2004) states: 
colour is a fast t rack to emotion : a hotline to insti nct . It is powerfu l, 
evocative and mood changing .. ' 
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Baker suggests that the field of product semantics includes aspects such as texture, 
scale, form and line, but it is often colour that makes the first, most memorable 
and lasting impact upon the consumer. Much work has been done on defining 
colour and related emotional responses, especially in the field of psychology (Sato, 
et al., 2000; Kobayashi 1981; Porter, 1980), for example, blues and greys are 
often associated with cold emotions, while oranges and reds are linked to warmer 
emotions (Wilson and Challis, 2004). Baker (2004) proposes the Vedic model of 
colour, which stipulates that there are three qualities of emotional energy related to 
colour: red is active, black is inert, while light colours are clear and balanced. 
However, there are problems with the current state of research in this area. The 
vast majority of work has focused on emotional responses to single colours; 
something that we rarely encounter in day to day life and something that a 
designer is rarely going to use; much less work has been conducted into emotional 
responses to colour combinations (Ou and Luo, 2004). More often, designers utilise 
combinations of colours, whose relationship will evoke emotional reactions. This is 
also coupled with the context in which the colour is used; relating to semantic 
issues such as form, sca le and texture. 
Figure 8.8 also shows that 63.2% of the sample population valued the tactile 
characteristics of products, which was Significant to p<O.Ol. Case study 8 is an 
example of how the tactile properties of a product not only improve usability, but 
also elicit pleasure. 
Case study 8 (female, 36-45yrs) - Diane's Global knives 
" ... 1 like the way they are to hold, they're comfortable to use ... 
I like the look of the texture and the style of them ... the grip 
texture makes them fit into the hand well" 
There has been some research into emotional reactions to differing materials and 
textures. For example, Zuo, et aI., (2004) have developed a detailed lexicon 
covering subjective responses to different materials and surface finishes and tools 
such as Sensotact developed by Renault Automotive Manufacturing (see chapter 3) 
formalise the way in which designers may describe different tactile finishes. 
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However, such catalogues of individual materials and finishes and the related 
emotional respon se are often of limited use as they are devoid of a context; for 
example, the emotional response to the texture of a shampoo bottle may elicit 
another response when placed on a coffee jar (Sedgwick, et aI., 2003). The 
development of techniques such as SEQUAM (Bandini-Buti, et aI., 1997) or Skin 2.0 
(Saakes and Keller, 2005) do provide the designer with a means of beginning to 
present and understand tactile properties within the context of the form and styling 
of the product. Such methods and techniques are clearly beneficial to designers, as 
the findings reported here clearly indicate that an appealing 'touch and feel ' to a 
product is something that consumers often find pleasurable. 
There is also evidence to suggest that the tactile element of products is currently 
under-exploited by designers. Work by Summerskill, et aI., (2004) has highlighted 
the novel use of tactile controls to Improve the usability, safety and sense of 
pleasure provided by secondary in-car controls e.g. climate controls. In this 
instance, the use of shape and location 'coding' facilitated the development of an 
original set of control interfaces that exploited the use of tactil e feedback to 
improve driving safety and increase a driver's 'eyes on road time'. Also, work by 
Sedgwick, et aI., (2003) looks specifically at the texture of product packaging and 
how this may be used by designers to provoke emotional responses. They argue 
that designers currently use graphics, colour and form in the field of packaging 
design to elicit emotional responses in the consumer; a better. understanding of 
emotional reactions to the tactile properties of packaging will give manufacturers 
another means of enhancing the delight consumers gain from commodity products. 
It is clear from Figure 8.8 that the auditory qualities of a product were valued by 
40.18% of the sample population, which was significant to p <O. Ol. This would 
appear to indicate that the ' right' sound of a product in use is not as important to 
the sample population as other physio-pleasure qualities. However, it is important 
to view thi s finding in context; the auditory semantics of a design are product-
specific. The question used in the standardised interview provided the example of 
the sound of a car door when dosing; the characteristics of this sound have great 
implications upon the consumer's perception of the car, perhaps its build quality or 
the sense of safety that it gives. In contrast to this, there may be situations where 
a well designed product needs to emit very little sound at all, for example, a person 
may find pleasure in the quietness of a computer printer. In this instance the 
' right' sound that the question refers to no sound at all. However, it is also 
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plausible that it may be reassuring to the consumer that a printer does emit some 
sound, so they know their printing is occurring. 
Clearly, sound quality is a relatively ambiguous subject area, especially when 
considered in terms of product sound quality. Blauert and Jekosch (1997) offer this 
definition: 
'It resu lts from judgments upon the totality of auditory characteristics of the 
said sou nd - the judgments being performed with reference to the set of 
those desired features of the product which are apparent to the users in the 
actual cognitive, actional and emotional situation.' 
Vastf'ja ll (2002) elaborates further, noting that sound quality is not an inherent 
property of a product, but something that develops as the user evaluates the sound 
according to their desires and expectations. Furthermore, this evaluation is reliant 
upon non-aUditory cues, as the visual and tactile properties of products influence 
the appropriateness of the sound to that product. Of all the physio-pleasure 
attributes of a product, sound is perhaps the most complex; closely linked to the 
product in question, consumer expectation and perception. Research by bzcan and 
Van Egmond (2004), which was discussed in chapter 3, illustrates a more formal 
attempt to understand the different emotional reactions to product sounds and has 
led to the development of a software tool that allows designers to model different 
product sounds or a combination of sounds that can be used during user trials. 
This should help designers understand what the ' right ' sound is, during design 
development. 
It Is clear from Figure 8.8 that the shape and form of a product was Important to 
68.2% of the sample population, which was significant to p<O.Ol. It was also the 
most valued of all of the physio-pleasure characteristics. In case study 9 an 
example from study two is described where the shape and form of the consumer's 
tea pot was a major factor in the pleasure it brought. 
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Case study 9 (male, 36-4Syrs) - George's tea pot 
" ... the proportions of it... all in a circle ... give it a very friendly 
quality ... " 
The form of a product may contribute to its success in several ways; to differentiate 
the product in a cluttered market place, to communicate product attributes to the 
consumer and to develop corporate and brand identities (Bloch, 1995). Bloch 
(1995) also adds: 
' ... product form is also significant in a larger sense because it affects the 
quality of our lives. The perception and usage of beautifully designed 
products may provide sensory pleasure and stimulation.' 
The findings in this instance support Bloch's assertions on the importance of 
product form to the consumer. 
Each of the physio-pleasure attributes has been evaluated individually in order to 
highlight trends specific to that characteristic. However, it is important to 
remember that the phYSical properties of a product interact with each other; we 
perceive products as complete entities, rather than as a group of individual 
characteristics . Research by McLoone (2003) highlights the inter-relationships that 
exist between the physical characteristics of products. The study involved the 
development of a more tactile computer mouse, with preliminary research focusing 
on products that people own that they find ' touchable'. McLoone noted that 
characteristics such as form , colour and surface finish all played a role in the 
'tactility' of the products; for example, he notes that 'earthy' colours such as 
browns, blacks, silvers and creams are the most prevalent in products that people 
found tactile, with very few being primary colours . McLoone proposes that this 
pattern may link to humans' relationships with the natural environment, with 
' earthy' colours being connected to soils, woods and stones. Such findings highlight 
the close inter-relationship that the physio-pleasure properties of a product can 
have. 
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From Table 8.8 it is evident that there were two physio-pleasure characteristics that 
had a significant gender effect. Figure 8.9 shows that there was a significant 
gender effect present (to p<O.Ol) regarding the importance of colour, with 70.7% 
of the female sample valuing this characteristic compared to just 51.7% of the 
male population. This would appear to show that females place a greater emphasis 
on the colour of products than males. An example from study two of how 
important colour can be to a female consumer is described in case study 10. 
Case study 10 (female, 36-45yrs) - Kate's digital radio 
" .. .1 love the pale wood ... and the blue button as well .. . I know 
it's only small, but the fact that it's blue rather than red or 
yellow or something is just quite important to me because I 
love blue, particularly this kind of bold blue. " 
Research by Hetzel (1999), specifically within an automotive context, found that 
females tended to be more sensitive to the subjective aspects of cars, such as 
colour. It is plausible that this greater sensitivity to colour is applicable to females ' 
preferences in other products. 
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There was also a significant gender effect (to p < 0.01) related to the 'right' sound of 
a product. Although this characteristic was not valued particularly highly across the 
entire population (40.2% stated that this was an important feature to them), the 
data does display a gender effect. 46.5% of the males in the sample population 
valued this characteristic compared to just 34.4% of the females . An example of 
how the ' right ' sound of a product can be important to the male consumer is 
presented in case study 11; in this instance the sound that the product makes has 
direct implications upon its perceived performance. It is possible that the close 
association between sound and perceived performance may be more important to 
males, as they are often value products from a goal and performance orientated 
perspective (Csikszentmihalyi and Rochberg -Halton, 1981). However, as 
m entioned previously in this section, product sound (and its appropriateness to that 
product) is a highly complex relationship reliant upon the consumers' desires and 
expectations (Vastfjall, 2002). The reason for the gender effect in this case is sti ll 
unclear. 
Case study 11 (male, 18-25yrs) - Tom's golf club 
" ... it has a steel sole on the bottom, because it gives a better 
noise, unlike the clunky features that are immanent in all 
graphite heads." 
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The summary shown in Table 8.8 indicates that there were a number of significant 
age trends related to the physio-pleasure characteristics. Figure 8.10 shows that 
there is an age effect in relation to pleasure gained from product colour, which was 
significant to p<O.01. Younger age groups valued the colour of products to a 
greater extent than older age groups, e.g. 74.8 % of 18-25 year olds compared to 
just 47.7% of the 56+ category. The pattern seems to show that the older the age 
group concerned, the less value they place on the colour of products. Case study 
12 is an example of a younger consumer placing more emphasis on the colour of a 
product. 
Case study 12 (female, 18-2Syrs) - Charlie's mobile phone 
" .. .I like the silver colour of it, it's kind of more girly than the 
black version ... which I don't like as much." 
It may be the case that this age trend is related to the markets within which each 
of the different generations has developed. It is only in recent times that products 
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have begun to be produced in such a vast array of colours and it is perhaps only 
recently, that colour has become a major differentiator to the consumer; hence 
older generations may place less emphasis on it than the younger generations, as 
they grew up in a market where colour choice was more restricted. 
There is also an age effect regarding pleasure gained from the touch and feel of a 
product, which was significant to p<O.05; with younger age groups valuing the 
tactile sensations of product use more than the older age groups e.g. 73.7% of 26-
35 year olds compared to 56.1 % of 56+ year olds. Case study 13 is an example of 
the increased emphasis upon the tactile characteristics of products in the younger 
consumer. 
Case study 13 (male, 26-35yrs) - Mike's fishing reel 
" .. . the timber handle gives a very nice tactile grip, it's 
something that I actually like to get hold of .. . recent plastic 
handled ones don't give you the sense of quality, of tactile 
quality ... " 
This trend may also be related to the generational issue outlined for the previous 
trend . Older generations grew up at a time when the functional and usability 
characteristics of products were the key differentiators in the market, as eVidenced 
by that generation's greater appreciation of functionally appropriate and usable 
products. Conversely, the younger generations are developing in a market where 
these attributes are now expected, hence attributes such as texture and colour, 
assume a greater significance to them. 
Figure 8.10 also shows a significant age effect (to O.01<p<O.05) in relation to 
pleasure gained from the way that materials are used in a product. Middle age 
groups valued the way materials are used in products marginally more than either 
the younger or oldest age groups (e.g. 62.6% of the 46-55 age group compared to 
44.4% of the 26-35 age group or 47% of the 56+ age group). An example of this 
trend is shown in case study 14. 
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Case study 14 (female, 46-55yrs) - Anna's recycled plastic 
clipboard made from old PC8's 
" ... it is very lightweight, strong and it doesn't bend ... I like the 
design, as I am an ex-programmer and I used to do 
hardware maintenance." 
The reasons for this trend are unclear. It could however be argued that the 
'middle' generation within the survey were the first consumers to really have a 
diverse choice in the materials that the products they bought were produced in. 
The older generations, as mentioned before, developed at a time when more 
rudimentary product characteristics were differentiators. The middle generation 
however, did begin to see a greater choice available to them regarding the 
materials that were used in the products that they bought. The younger 
generation's comparative lack of interest in this attribute may perhaps be due to a 
lack of appreciation of such characteristics or a lack of disposable income which 
may limit their choice of products to some degree. 
8_7.4 Consumer attitudes towards socio-pleasure 
The particpants were asked to select which statements about socio-pleasure they 
agreed with from a list (see Table 8.1). A summary of the findings for consumer 
attitudes towards socio-pleasure are shown in Table 8.9. 
154 
- --------- - - - - -
Q Statement 
A I like products that demonstrate I 
have a discerning taste to other 
people 
B I like products that demonstrate to 
other people that I am successful 
C I like products that tell other people 
something about me e.g. sports 
watch, ethnic clothing 
D I like products that are a talking point 
amongst my fri ends and/or fami ly 
E I llke products that are a talking point 
amongst any group of people 
F I like products that allow me to 
socialise e.g. picnic hamper 
G I like products that can fit into any 
social context e .g, a wristwatch that 
can su it a formal or casua l situation 
X' across 
whole 
sample 
80.29 ** 
291.67 ** 
190.03 ** 
81.67** 
236.96 ** 
27.12** 
47.51 ** 
X' across 
gender 
9.21 ** 
0.48 
1.51 
2. 12 
0.86 
9.69 ** 
6.19* 
X' across 
age 
12.95* 
13.52** 
36.99** 
32,08 ** 
30. 12** 
21. 40* * 
9.97 
H I like products that are understated 13.51 ** 1.34 13.95 ** 
Table 8.9: Chi-square results for Socia-pleasure. (* indicates significance of p<O.OS, ** indicates 
significance of p<O.O l ) 
It is clear from Table 8.9 that al l of the socio-pleasure character istics showed a 
sig ni f icant trend when v iewed across the entire sample popu lat ion . 
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Figure 8.11 shows a number of statistica lly valid t rends (to p <O.Ol) t hat indicate 
several socio-p leasure att ri butes are not of grea t value to t he sam ple populat ion as 
a whole. From Figure 8.11, it would appear t hat statements A t hrough to F (see 
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Table 8.9) represent characteristics that do not appeal to the sample population. In 
particular, statements, B (I like products that demonstrate that I am successful) 
and E (I like products that are a talking point amongst any group of people), 
received a very low rating; B, 17% and E, 21 %. There was also a low appreciation 
of products that demonstrate a discerning taste to other people (33%), are a 
talking point amongst friends and family (33%) and that tell people something 
about the owner (24%) . 
These low ratings are su rprising . As Dittmar (1992) contests: 
' ... material possessions have a profound symbolic significance for their 
owners, as well as for other people. They imply that possessions play an 
important role in everyday life: they influence the ways in which we think 
about ourselves and about others.' 
However, each of these statements perhaps needs reflection; are these 
characteristics that participants would be readily willing to admit about themselves 
to an Interviewer? These five soclo-pleasure characteristics all relate to products 
that may be a status symbol of sorts, or attract attention to the owner. It may be 
possible that the low positive response rate to these questions is due to 'social 
desirability bias'. In certain Situations, a participant may be tempted to give the 
socially desirable response rather than describe what they actually think, believe or 
do. Typically, this has been associated with the person 's general strength of need 
for approval and the demands of the situation they are in (Phillips and Clancy, 
1972) . The question has to be raised as to whether a participant would have been 
comfortable admitting that they liked products that demonstrated success, 
discerning taste or drew attention from others. 
Several methods can be used to minimise the effect of social desirability bias, such 
as indirect questioning techniques (Fisher, 1993), where the interviewer asks the 
participant to speculate about how 'others' may feel about an issue . Nesting the 
question amongst several more innocuous questions or coding responses so that 
the participant only needs to call out a code in an interview (Churchill, 1995) can 
also be used . It is possible that changing the phraseology of the questions may 
have resulted in a different response rate in this study. 
Of all of the socio-pleasure characteristics questioned, only statements G (I like 
products that can fit into any social context) and H (I like products that are 
understated) appealed to the sample. 63% of participants liked products that could 
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c 
suit any social context and 57% of the sample liked products that were 
understated; both of these trends were significant to p<O .Ol. The positive 
response to statement H is the corollary of statements A to F, as these concern 
products that are designed or purchased to attract attention. Furthermore, it is 
possible that products that fit any social context (statement I) have similar 
attributes to those that are understated; as they are neutral enough to fit a number 
of different situations. Case studies 15 and 16 show examples of products from 
study two that demonstrate these trends. 
Case study 15 (female, 26-35yrs) - Rhoda's wristwatch 
" .. . it's actually a sports watch , but I can wear it on an evening 
and it doesn't look out of place ... because I do so much 
swimming, and obviously the diving, I can't really be doing 
with having to take a watch off all of the time ... so having one 
that I can wear to work, but also take swimming at lunchtime 
is brilliant." 
Case study 16 (female, 46-55yrs) - Louises bike 
" .. .! saw this and it was love at first sight... I like the fact that 
it is understated ." 
When viewed across the entire sample, there did not appear to be a great deal of 
appreciation for the different socio-pleasure characteristics that a product can have, 
however, this did not prove the case when viewed across gender and age. 
157 
100 ~ 
90 
80 
70 
" 60 Cl 
:I 
~ 50 
" ~ 40 
" 
t= ~-r l_ !:"I- oMale e Female 
a. 
- -30 
20 
10 
0 
10£' f---F r- '" I "~, I- I~rn- r= J- I , 1- 1-I- 1- 1- 1-
Demonstrate Demonstrate Tellother Talking point Talkingpoinl Allowmeto Fit any social lk'Iderslated 
a discerning success people amongst amongst any socialise context 
taste something fnernl$and groupoI 
about me family people 
Socio-pleasure 
Figure 8 .12: Socio-pleasure across gender. 
Table 8.9 shows that here was a significant gender effect for three of the socio-
pleasure statements. It is evident from Table 8.9 and Figure 8. 12 that males 
(38.5%) showed a greater preference for products that demonstrate a discerning 
taste , than females did (27.6%). Across the whole sample this product 
characteristic did not provide a great deal of pleasure (33% of sample population 
responded positively). but gender did have a significant effect (to p <O.Ol). Case 
study 17 is an example of this trend from study two; in this case the consumer 
drew pleasure from the fact that people who liked trainers as a fashion item often 
noticed his pair. 
Case study 17 (male, 18-2Syrs) - Chris' trainers 
"".they stand out quite a bit to people when I am wearing 
them, especially to people that like trainers." 
Hetze l's (1999) work on the automotive industry notes that males place a greater 
emphasis on the appearance and status a car can offer. The work of 
Csikszentmihalyi and Rochberg-Halton (1981) also found that males often see 
products as symbols of personal achievement and rep resenting a goal that they 
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aimed to achieve; which may account for the male preference for thi s 
characteristic. 
A substantially greater percentage of females (47%) found pleasure from products 
that facilitate social interaction, in contrast to males (33.9%); this was significant 
to p<O.Ol. It is apparent that female consumers place a greater emphasis on the 
social aspects of products and the way in which they can develop or maintain 
relationships. Hetzel (1999) notes that females favour the values of sharing and 
friendliness; causing increased feminisation in the automotive industry in terms of 
styling and design. Dittmar (1992) also refers to the fact that women tend to 
treasure possessions that are associated more with inter-personal relationships and 
representative of their social lives. The extra value that females appear to place 
upon the social aspects of products is highlighted by case study 18. 
Case study 18 (female, 46-55yrs) - Sam's butchers block 
" ... this was in the window of the shop for quite a long time 
before we purchased it and everybody has seen it so every 
time someone comes into my house and sees it they say .. . 'I 
saw that! ' so it provides that kind of talking point and 
socialising thing as well." 
The final significant trend showed that females had a greater appreciation for 
products that can fit into any social context (65.6%) as compared to males (58.9), 
which was significant to p<O.05. It was suggested earlier that this characteristic 
was essentially the opposite of a number of the other socio-pleasure characteristics 
that related to products as status symbols or as a means of attracting attention. 
Work by Dittmar (1992) and Csikszentmihalyi and Rochberg-Halton ( 1981), has 
shown that males tend to view products more from these ego-centric and goal 
orientated perspectives; hence it is possible to speculate that the more neutral 
characteristics of a product that can fit any social context may be s lightly more 
appealing to females rather than males. However, as Figure 8.12 shows, males 
(59.3%) showed a slightly greater appreciation for understated products than 
females (54.9%); although not reaching statistical Significance, this visual trend in 
Figure 8.12 suggests that the gender differences may be due to more complex 
reasons than simply the more ego-centric nature of males. 
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In Table 8 .9 it is also clear that there were a number of age effects concerning the 
socio-pleasu re cha racteri stic of products. 
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The first t rend was significant to p < 0 .05 and concerned products demonstrating a 
discerning taste to other people. The younger age groups showed a slight 
preference for this characteristic over the older age groups in the sample e.g. 
34.3% of 18-25 yr olds and 43.6% of 26-35 yr olds, compared to 27.3% of 36-45 
yr olds, 34.4% of 46-55 yr olds and only 25% of the 56+ yr olds. Figure 8.13 also 
shows a trend concerning products that demonstrate success to other people which 
was significant to p <O.Ol. Younger age groups showed a slight preference for this 
characteri stic over older age groups e.g . 18-25 yr olds, 25.2%; 26-35 yr olds, 
20.3% ; 36-45 yr olds, 17.5%; 46-55 yr o lds, 10.7%; and 56+ yr olds, 12.1% _ It is 
also clear from the Figure 8.13 that younger age groups found pleasure from 
products that tell people something about the owner, e.g . 39 .9% of the 18-25 yr 
olds compared to only 12.9% of the 56+ yr olds. This trend was significant to 
p < O.Ol. In Figure 8.13 there is a trend that broadly indicates a reduced 
appreciation of this characteristic with age. 
These trends all illustrate how younger age groups appear to be more image 
conscious and more aware of how the products that they buy and use, ca n reflect 
them as a person and can demonstrate status to others. It also highlights how 
younger age groups can view products as showing an identity e.g . product shows 
them as part of a particular social group, whereas older age groups value this 
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attribute less. Case study 19 is an example from study two of how a younger 
consumer values a product for the image that it allows him to portray. 
I 
Case study 19 (male, 18-25yrs) - lames' trainers 
"".I like them because they have formed part of my image 
that I have formed over the last 5 or 6 years". since I was a 
student and ever since." 
Figure 8.13 also shows clear evidence of a preference in younger age groups for 
products that are a talking point amongst the owner's friends and family. 50.3% of 
the 18-25 year old age group valued this characteristic, compared to just 24.2% of 
the 56+ year old age group. As with the previous product attribute, there is a 
broad pattern of decreasing preference for the characteristic with an increase in 
age. Again, evidence suggests that younger age groups are more image conscious 
and more aware of how products can facilitate social comment and interaction in 
this manner. An example of the younger consumers' appreciation of this more 
social characteristic of products is shown in case study 20. 
Case study 20 (male, 26-35yrs) - lason's American Football 
helmet 
"".when I have friends back to my flat after an American 
Football training session they've commented on it... it's 
something that they're quite jealous of". even people who 
don't really follow the game, it's something that catches their 
eye, it's a conversation starter ... fI 
There was also an age effect regarding pleasure gained from products that are a 
talking point amongst any group of people. Figure 8.13 shows that younger age 
groups found this aspect more appealing than older ones, e.g. 18-25 yr olds, 
35.7%; 26-35 yr olds, 21.8%; compared to 46-55 yr olds, 14.5%; 56+yr olds, 
18.2%; this draws parallels with the results for the previous characteristic. An 
example from study two that supports this trend is shown in case study 21. 
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Case study 21 (male, 18-25yrs) - Will's bottle opener 
" ... when you hand it to people its quite impressive, people say 
'wow, what a bottle opener'." 
All of these age trends relate to the use of products to reflect status to other people 
and to give the owner a sense of identity. Work by Dittmar (1992) and 
Csikszentmihalyi and Rochberg-Halton (1981) found that younger consumers use 
products to give a sense of identity and to give a sense of self orientation. Hence 
factors such as the way friends, family and others perceive them, through the 
products that they own, are more relevant to them than they are to the older 
consumer, who already have a well established sense of self. Dittmar also reflects 
on work by Kamptner (1989, 1991a, 1991b), that showed younger consumers and 
adolescents seek products that facilitate enjoyment, forge social ties and allow self-
expression; hence the greater emphasis on the image that a product may portray 
e.g. successfulness or taste. Dittmar (1992) surmises that younger consumers use 
products in order to establish their 'autonomous selves'. 
Figure 8. 13 also shows an age effect concerning products that facilitated social 
interaction, with younger age groups showing a greater affinity for this 
characteristic than older age groups, e.g. 18-25 yr olds, 51 %; 26-35 yr olds, 
45.1%; compared to 46-55 yr olds, 40.5%; 56+ yr olds, 25%. These results add 
weight to Kamptner's (1991a) assertion that younger consumers seek products that 
forge social ties. Csikszentmihalyi and Rochberg-Halton (1981) also found that 
younger consumers tended to view products as a 'means to an end' and tended to 
find more value in what the product can faCilitate; in this case, social interaction. 
Case study 22 is an example of the way in which younger consumers value the 
social interaction that certain products can facilitate. 
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Case study 22 (female, 18-25yrs) - Karin's lap top computer 
" .. . this I my link to the world out there ... through my 
computer I can speak to my friends, my family, I can listen to 
Swedish radio and go online to watch Swedish television ... the 
things that the computer helps me to do is one of the most 
important things ... if I didn 't have my computer I think I 
would feel very isolated. " 
Figure 8.13 also shows that there is an age effect concerning pleasure gained from 
a product being understated, with the middle age groups showing a preference for 
this characteristic over the old or young age groups e.g. 36-45 year olds, 65.7%; 
compared to 18-25 year old, 48.3% ; 56+ year olds, 49.2% . An appreciation for 
more understated products within this age group is highlighted by the example in 
case study 23. This may again relate to products being used to reflect personality 
or identity by younger consumers, understated products may appeal more to older 
age groups as they already have an established identity (Dittmar, 1992) and do not 
seek to use products in this way. The reason for a low level of interest in this 
characteristic for the eldest age group however remains unclear. 
Case study 23 (female, 36-45yrs) - Anica's slide-viewer 
" ... I like it because its sort of a mysterious box .. . it doesn 't 
give much away ... its very simple and straightforward ... " 
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8.7.5 Consumer attitudes towards PsVcho- pleasure 
The participants were asked to select which statements about psycho-pleasure they 
ag reed with from a list (see Table 8.1) . A summary of the findi ngs fo r consumer 
attitudes towa rds psycho- pleasu re are shown in Tab le B.10. 
Q Statement 
A I like products that express 
an aspect of my 
personality 
8 I like products that allow 
me to complete tasks 
easily 
C I like products that operate 
in a meaningful way to me 
e.g. desktop metaphor on 
a computer 
X' across 
whole 
sample 
1.32 
315.68 ** 
3.97* 
X' across 
gender 
8.78** 
1.99 
3.42 
X' across age 
74.53** 
16. 11 ** 
7.01 
D I like products that have 140.91** 10.49 ** 10.76* 
some level of personal 
significance to me e.g. gift 
from a loved one 
Table 8.10: Chi-square results for Psycho-pleasure, (* indicates significance of p<O.OS, ** indicates 
significance of p<O .OI ) 
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Figure 8.14: Psycho-pleasure across the sample population. 
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It is evident from Figure 8.14 that the results for statement B (I like products that 
allow me to complete tasks easily) correspond closely with the results for the level 
of usability consumers sought; however this psycho-pleasure attribute relates more 
to the sense of satisfaction from task completion and the ability to achieve this 
easily . It is evident that there was a marked preference towards products that 
display this characteristic; 84% of the sample. These results correspond with 
evidence in the literature that usability and ease of task completion is still a valued 
commodity by the consumer and can bring pleasure (Jordan, 2000a). 
There is also a slight trend evident in Figure 8.14 concerning pleasure gained from 
products operating in a meaningful way to the consumer; 54% of the sample found 
this appealing, which, as shown in Table 8.10, is significant to p<O.OS. This 
characteristic relates closely to the ease of use of a product or interface; 
specifically, the product operating in an intuitive manner that the consumer finds 
logical and easy to understand . The positive result for this characteristic matches 
those for usability and for the previous psycho-pleasure characteristic, although not 
to the same degree. It is possible that a number of the participants found this 
question slightly ambiguous, which may have been a cause of the low positive 
response rate. 
Figure 8.14 also shows clear evidence that the sample population found products 
with personal significance to them to be appealing; 73% responding positively. 
There Is however some ambiguity concerning how each participant interpreted the 
idea of 'personal significance'. The question that was used in the survey offered the 
example of a 'gift from a loved one' and in this context the results would seem 
logical. Dittmar (1992) provides anecdotal examples of how people view 
photo9raphs as 'reminders of relationships with family members or friends' and how 
' sentimental nicknacks' can be used as good luck charms, as evidence of the 
manner in which products can have personal significance to the owner. Dittmar 
(1992) also conducted a study relating to 'special possessions'; sentimental value 
was one of the most frequently reported attributes of such possessions by the 
partiCipants. These results also draw parallels with the findings for the socio-
pleasure characteristic of 'facilitating social interaction' as often gifts represent 
social interactions and bonds in a physical way. Case study 24 shows an example 
from study two that supports this trend. 
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Case study 24 (male, 26-35yrs) - Pete's football boots 
" ... these were a present for my 21st .. they're more of a 
keepsake ... a pair of football boots with your name on are 
fairly good!" 
The findings in this instance clearly show that 'personal significance' is a great 
source of pleasure to the consumer; however some ambiguity over the way in 
which participants have interpreted this question may have affected the results . 
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Figure 8 .1S: Psycho-pleasure across gender 
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Table 8 .1 0 shows that there are two significant gender effects present for the 
psycho-pleasure characteristics that were assessed. The first concerned pleasure 
gained from products representing an aspect of the consumer's personality. Figure 
8.15 shows that 53.2% of females liked this product characteristic compared to 
41.9% of males. These results compare favourably with the work of Hetzel (1999) 
whose report on the feminisation of the French automobile industry refers to t he 
car as an expression of self. Hetzel found that 33% of females, compared to just 
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24% of males felt that their car expressed their personality. Hetzel suggests that 
this may be a reason for women's greater sensitivity to the subjective aspects of a 
car e.g. colour, aesthetic appearance. Case study 25 is an example of this trend; 
the cross that the consumer wears represents her faith that is an important part of 
her personality. 
# ... /--. p '. ,....... .. / 
Case study 25 (female, 56-65yrs) - Susan's cross 
" ... it 's about my faith, which is a central part of me .. . I have 
just retired from being head of a school and one of the things 
they gave me was a book of drawings by the children and 
about two thirds had drawn me with my cross." 
The second significant gender effect relates to products that have a level of 
personal significance to the consumer e.g. a gift from a loved one. Figure 8.15 
shows that 78% of females valued this characteristic, compared to only 67% of 
males. These findings again draw a parallel with Dittmar's (1992) views on 
females' greater concern with the symbolic and relational aspect of products, as 
opposed to the male focus upon the functional, activity related and self-orientated 
aspects. Research by Csikszentmihalyi and Rochberg-Halton (1981) also found that 
females were more attached to products that symbolised relationships; favoured 
products amongst women in one of their studies included photos, sculptures and 
textiles. This is in stark contrast to the more ego-centric and goal orientated 
reasons given for the choice of, televisions, stereos and sports equipment by males. 
An example of this trend is shown in case study 26. 
Case study 26 (female, 26-35yrs) - Lara's ring 
" ... this is the most important thing in my life and if I lost it I 
would be completely distraught. .. my 'first love' gave me this 
on Valentine's day 9 years ago,S days later he died in a 
sailing accident and it was the last time I saw him ... since 
then it has got so much meaning and emotion tied up in it." 
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It is evident from Figure 8.16 and Table 8.10 that a number of significant age 
effects were present . It appears that younger age groups tend to find greater 
pleasure from products that express thei r personality than older age groups e.g. 
18-25 year aids, 74 .8%; 26-35 year aids, 55.6%; 36-45 year aids, 39.2%; 46-55 
year aids, 40 .5% ; 56+ year aids, 27 .3%. Again , this is in line with the work of 
Dittmar (1992) and Kamptner (1989, 1991a), who found that younger consumers 
value products that allow them to express their identity and often define the 
products that they love from an ego-centric perspective. 
Dittmar (1992) draws reference to the work of Erikson (1980) in relation to identity 
development to show why this trend may be apparent: 
' the main adolescent task, developing an autonomous sense of self-identity, 
is mirrored in adolescents' actiVity-related and self-centred references to 
their possessions. Erikson's three adult identity phases - finding intimate 
relationships in early adulthood , establishing social links with different 
generations in middle adulthood and engaging in retrospective life review 
process in late adulthood - also appea r reflected in how adults studied 
described attachment to their possessions.' 
As the consumer ages, Dittmar (1992) proposes that they shift away from a self-
centred, action based view of products, towards a contemplative one, based more 
upon memories and relationships related to products. 
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There is also a significant trend regarding products that allow the consumer to 
complete tasks easily. It is evident that this product characteristic is one that 
brings pleasure to a high proportion of the sample population; 84% responding 
positively. Figure 8.16 shows that an age effect was present, with older age groups 
showing a higher affinity for this characteristic than younger ones e.g. 56+ year 
olds, 88.6% compared to 18-25 year olds, 74.1% . This finding clearly concurs with 
the results for usa bility and age (section 8.7.2) and reinforces the notion that 
younger consumers are more at ease with technology compared to older 
consumers. Case study 27 is an example of the older consumers' preference for 
products that make task completion easier. 
Case study 27 (female, 56-65yrs) - Janet's stair lift 
"". it's easy to use, you just push there [the button] and off 
we go! Its very useful for taking things up and down the 
stairs too". if I'm going away, my suitcase, I pack that and 
put it on there. " 
Figure 8.16 also shows a significant age effect concerning products that have a 
level of persona l significance to the consumer, with younger age groups showing a 
slightly greater affinity towards this characteristic than older age groups. For 
example, 78.3% of the 18-25 year olds compared to 64.4% of the 56+ year olds. 
This is a surprising result, especially when considering the work of Dittmar (1992) 
and Csikszentmihalyi and Rochberg-Halton (1981) that indicate an increasing 
emphasis on products that symbolise or reflect personal relationships in the older 
consumer. However, there have been findings that support the premise of the 
younger consumer valuing products that forge social ties (Kamptner, 1991a and 
1991b) and it may be the case that for the younger consumer in particular, items of 
personal significance are a physical manifestation of those social ties, hence their 
importance. An issue with the results for this characteristic may be ambiguity 
concerning how the respondents interpreted the words 'personal significance '. An 
example of this trend is shown in case study 28. 
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Case study 28 (female, 18-2Syrs) - Mol/y's chain 
" ... it was given to me on my 1Sth birthday present, so it has 
sentimenta l reasons for me choosing it... I was bought it by 
my mum from a jewellery store that is no longer open. " 
8.7.6 Consumer attitudes to I deo-pleasure 
The particpants were asked to select which statements about ideo-pleasure they 
agreed with from a list (see Table S.l). A summary of the findings for consumer 
attitudes towards ideo-pleasure are shown in Table S. 11. 
Q Statem ent x: across x2 across X2 across 
w hole gender age 
sam~l e 
A I like products that represent an 35,68** 11.89 ** 9.25 
Ideology that I believe in e.g, eco-
friendly, fair trade, materialism 
B The overall aesthet ics (the overall look 175.54 ** 3.46 14.63** 
of a product, the combination of form, 
textures, colour, etc. that combine to 
form the aesthetic) of a product are 
important to me 
C I I ike products by a particular brand 55.19** 2.56 5 .91 
D I like ~roducts b~ a ~articu l ar designer 271.11 ** 0.45 25. 10** 
Table 8.11 : Chi-square results for Psycho-pleasure. (* indicates significance of p<O.OS, *. indicates 
significance of p<O .Ol) 
All of the characteristics proved to have a highly significant trend when viewed 
across the entire sample population and there were also a number of significant 
gender and age effects present. 
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Figure 8.17: Ideo-pleasure across the sample population 
Figure B.17 shows that products that represent an ideology that a consumer 
believes in was an important factor to the sample population; 61% responding 
positively. Dittmar (1992) suggests that products have a self-expressive function 
for the individual and can be used to express 'their attitudes, values and personal 
qualities', these results indicate that this is of va lue to consumers. Case study 29 is 
an example of this trend; the consumer in this case felt that his stereo system, 
which he had built up over many years, was a more sustainable way of owning such 
technology. 
Case study 29 (male, 46-55yrs) - Mark's stereo system 
" .. .1 like the fact that I am not throwing anything away ... so its 
one way of sustainability ... so you keep it for long periods of 
time. " 
Figure B.17 also indicates that the overall aesthetics of a product did bring a great 
deal of pleasure to the sample population; 75% responding positively. Unlike 
physio-pleasure characteristics such as form or texture, aesthetics relates to the 
combination of all of the factors that form the overall character of the product. 
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Bloch (1995) proposes that, 'In modern societies, aesthetic sensibilities are relevant 
to all products, regardless of their function' and that the use of 'beautifully 
designed' products brings pleasure and improves the quality of our lives. Bloch's 
beliefs support the positive response for this characteristic. An example of the 
value placed on aesthetics by the consumer is shown in case study 30. 
Case study 30 (male, 56-65yrs) - Anthony's crockery 
" .. .I like it because it's very plain, it's very simple .. . I like 
delicacy in crockery .. . I like the fact that its porcelain and its 
thin and fine ... I can't stand the thick clay mugs that people 
seem to like. " 
It is also clear from Figure 8.17 that products by particular brands do not seem to 
be a great source of pleasure for the sample population, only 36% of the sample 
stated it was important to them . Case study 31 is an example from study two of a 
consumer who specifically found pleasure from unbranded products. 
Case study 31 (female, 26-35yrs) - Charlie's handbag 
" .. .I don't particularly like branded things that draw attention 
to people, because I frankly think that's quite sad really! I 
like having something that's unusual that nobody else will 
have. " 
Additionally, products deSigned by a particular designer do not appear to elicit a 
great deal of pleasure for the sample population; 18% found this characteristic to 
be pleasurable. The results for ' designer' and ' branded' products are surprising; 
brands have been shown to play a pivotal role in a consumer's expression of self 
(Belk, 1988) or of certain specific dimensions of themselves (Kleine, Kleine et aI., 
1993) and people often form quite strong relationships with particular brands 
(Fournier, 1998). The low appreciation of such characteristics may again be due to 
social desirability bias, as participants may not have wanted to admit to placing 
emphasis on an attribute that is so closely linked to other factors such as status 
and taste. Conversely, as evidenced by case study 31, some consumers genuinely 
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may not care about branded or designer products and may in fact, deliberately seek 
products that do not display these cha racteristics. 
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Figure 8. 18: Ideo-pleasure across gender. 
In Table 8 .11 there is one significant gender effect concerning products that 
represent an ideology that the consumer believes in. Figure 8.18 shows that 
67.6% of females liked this characteristi c compared to 54.7% of males. Case 
study 32 is an example of this trend; the consumer in this case drew pleasure from 
the fact that the product facilitated a healthier lifestyle. 
Case study 32 (female, 46-55yrs) - Mary's juicer 
" ". it's a very healthy way of living; you can make lots of 
different juices and get lots of nutrients". it's a healthier way 
of having a drink rather than buying all of these products that 
you see in the shops .. its all natu ral products." 
A study by Dittmar (1992) found that females often re lated more to the symbolic 
properties of the products that they own, compared to the more activity and 
functiona l related perspective of males. Hence, females' greater emphasis on the 
symbolism that may be inherent to a product could support this trend as they seek 
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to express their beliefs and attitudes through the products that they own . This is 
not to say that beliefs and attitudes are not re levant to males, but t hat they seek to 
express them throug h the products they buy to a lesser extent. 
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Table 8.11 shows two significant age t rends in relation to the ideo-pleasure 
characteri sti cs of products. The first concerns appreciation of the overall aesthetics 
of a product . It is evident from Figure 8. 19 that there is a steadily reducing 
appreciation of this characteristic as the age groups get older e.g. 18-25 year olds, 
84 .6% ; 26-35 year aids, 77.4% ; 36-45 year olds, 75.5% ; 46-55 year aids, 7 3.3% ; 
56+ year olds, 65 .2% . Case study 33 is an example from study two of a younger 
consumer 's appreciation of the aesthetic value of a product. This greater emphasis 
on aest hetics in the younger generations may again re late to the different ' markets' 
that the age groups developed during; the greater diversity of today's m arket 
means that aesthet ic tastes can more easily be expressed by the consumer and as 
such, younger consumers are more focu sed on the aesthetic qualities of products 
t han the older generations. 
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Case study 33 (male, 26-35yrs) - Russ' wristwatch 
" ... I like the look of it, ... I also like the engineering that is 
involved in producing this watch ... " 
There is also a significant age effect concerning pleasure gained from products that 
have been designed by a particular designer. Figure 8.19 shows that younger age 
grou ps seem to gain more pleasure from products by a particular designer than 
older age groups, for example, 28% of 18-25 year olds compared to 9.1% of 56+ 
year olds. Case study 34 is an example of a younger consumer's appreciation of a 
product that has been designed by a particular designer. 
Case study 34 (female, 18-25yrs) - Ally's shoes 
" ... if people see the words Manolo Blahnik you get an 
outstanding reaction ." 
The reasons for this trend are unclear, however it could be argued that particular 
designers carry a certain level of status and portray a certain image. This is 
certainly true for case study 34, where the importance of the deSigner to the 
participant related closely to the status that was implied and the resultant reaction 
by other people; making this finding fit work by Dittmar (1992) and 
Csikszentmihalyi and Rochberg -Halton (1981), previously cited in this chapter. It is 
almost certain that 'designer' clothing and products and the status of certain 
designers and brands plays a critical role in the sense of identity consumers wish to 
portray. These findings appear to show that the younger consumer places more 
value in such commodities. 
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8.8 Data representation 
Study one, with contemporary designers, had shown that the type of information 
collected in this study was sought after by designers; but the manner in which it is 
traditionally presented to them is less appealing. It was necessary to develop a 
more engaging way of showing this type of information to designers. The 
discussions from study one had resulted in a number of ideas to represent this type 
of data. However, as was discussed in chapter 6, a number of these concepts were 
not feasible. 
Study two, involved the collection of more rich and intimate data about people and 
the products that they find most pleasurable, thi s clearly offered support to the 
trend data that has been collected. A number of case studies from study two have 
been used as corroborating evidence to support several trends that have been 
described in this chapter. A possible way of describing these trends in a more 
engaging and interesting way in the design resource may be to link them to the real 
examples from the study two. This has the benefit of describing the trends in a 
more visual manner (through images of actual products and consumers) and 
promoting empathy by associating a general statistically proven trend with specific, 
real world examples. This concept is discussed in more detail in chapter 9. 
8.9 Conclusions 
The main aim of this study was to gain a better understanding of the effect of age 
and gender on consumer attitudes towards pleasure and design. A previous study 
(Porter, et ai., 2002) had formed the foundation for this investigation; the revised 
attitude questionnaire was implemented in a series of street surveys in 11 different 
UK locations and during the interview sessions in study two. A quota sampling 
strategy was used, with an emphasis placed on collecting an even spread across 
gender and different age ranges, as well as a sufficient quantity of data to enable 
statistical analysis. 
A series of chi-square tests were run to ascertain which findings were significant 
across the entire population and more specifically across gender and age. Many of 
the significant findings were found to relate closely to other research findings in the 
literature. In particular, a number of the significant gender and age findings 
matched social psychology work by Dittmar (1992) and Csikszentmihalyi and 
Rochberg-Halton (1981) that focused on the meaning of personal possessions. 
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It could be argued that several of the trends that have been proven merely enforce 
a stereotype, for example, the ageing consumer's desire for easy to use products. 
However, these trends need to be viewed within a temporal context. It has been 
argued that a consumer's attitudes are generally set at a young age in life 
(Fournier, 1998) and these attitudes carry through into later life. This theory can 
go a long way to explaining a number of the trends that have been found in this 
survey. Older consumers grew up during an era where functionality and usability 
were still differentiators in the market and were still able to set one product apart 
from the competition. This may explain their greater concern for functional and 
usable products. As Jordan (2000a) has argued however, in recent years, these 
factors have now become pre-requisites and manufacturers are differentiating their 
products through appealing to the hedonistic impulses of the consumer. Hence the 
younger consumers of today have developed in a climate with a greater freedom of 
choice; hence factors such as the physio- pleasure and soclo-pleasure aspects of 
design hold a greater value to them than they do for the older consumers. 
This is not to say that such factors are not important to the older consumers, but 
that they were given less opportunity to express such values through the products 
they bought in earlier life. The diversity of choice was not there when they were 
young and their attitudes have carried through into later life. A critical aspect for 
designers to understand is that as these younger consumers age, they may still 
hold their present values and not begin to place more emphasis on functionality and 
usability issues in their later life. The differences across gender have also 
supported evidence from other research (Dittmar, 1992; Csikszentmihalyi and 
Rochberg-Halton , 1981) that appears to indicate that females tend to value the 
relational and social characteristics of products, compared to the more ego-centric 
and goal orientated values of males. 
There are however a number of trends that could not be thoroughly explained 
through releva nt literature; anecdotal evidence from study two however, was often 
found to provide real world examples of these findings and it was possible to offer a 
number of reasons why they had occurred. Additionally, the Issue of social 
desirability bias was raised as a possible source of error for a number of questions. 
In these cases, more careful phraseology or a change in methodology may have 
given a different outcome. 
Despite several parallels with resea rch into material possessions in social 
psychology, this study differs as the approach taken deliberately attempted to view 
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the subject from the designer's perspective, in an attempt to understand and 
evaluate a number of trends that could directly influence design decisions. A major 
concern of this programme of research is the implementation of these findings into 
a format that is more engaging and readily digestible for designers; cross-
referencing trends from this study with supporting examples from study two could 
offer this information in a much engaging manner and add a sense of empathy to 
the findings. 
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Chapter nine 
Resource development and testing 
In this chapter the final research objective is addressed; the development and 
testing of the prototype resource. The development of the resource is described, 
from the initial concepts and the implementation of the performance specification, 
through to the final functioning prototype. The testing of the resource by 
academic and practicing designers is then described and conclusions drawn 
regarding the overall success of the resource from a number of different 
perspectives e.g. usability, data content and aesthetics. 
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9.1 Introduction 
In the previous two chapters the main data collection activities of this programme 
of research were described. These data met the second major objective of this 
programme of research; to collect data concerning aspects of products that give 
pleasure to people. Described in this chapter is the development of the 'ReaIPeople' 
resource that addressed the next and final objective of this programme of research: 
- To apply the findings (of studies one, two and three) to the development of a 
resource that can be used to inform and inspire designers about product pleasure. 
The name 'ReaIPeople' was chosen by the research team as it represented in a 
simple manner, one of the basic principles of the resource; information based upon 
real people who actually exist, presented in a manner that maintains their 
individuality and builds empathy with the designer. 
The performance specification (chapter 6) and the research methodology (chapter 
4) were used as the foundation for the data collection processes described in the 
previous two chapters. However, another major component of the performance 
specification was a series of guidelines for the creation and development of the 
prototype resource that would ensure that the data would remain accessible to 
designers. Table 9.1 is a summary of the aspects of the performance specification 
that guided the development of RealPeople. 
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Component 
Data format 
Specification 
Resource must be 'hosted' in a way that does not hinder its functionality or 
usability 
The resource must present statistical data in a way that designers find useful 
and engaging . 
The resource must use a limited amount of text. 
The resource must present data collected about individuals in a visual ma nner. 
Resou rce 
interface 
Additional 
features 
The resource must have an interface that operates in an obvious manner. 
The resource must be quick to use. 
The resource must be flexib le in the way that designers can access 
information. 
The resource must be 'pleasurable ' for designers to use. 
The resource should encourage inclusive design. 
The resource must provide a way of saving search results and reviewing data 
that has been collected. 
Table 9.1: Summary of performance specification factors that influence resource development. 
Development prior to study one was characterised by loose and informal concepts 
that explored the possible look and feel of the resource in terms of the 
functionality, data hierarchy and its overall aesthetic (see Appendix 5). Input from 
designers during study one led to a proliferation of these concepts and the 
development of a catalogue of websites and simila r software applications (Appendix 
8) that appea led on functional and aesthetic levels to designers. These were used 
to further inspire concept generation. The development of a performance 
specification (chapter 6) allowed the concept generation stage to become more 
focused; however there was a need to add parameters to the specification to 
further guide development. 
9.2 Performance specification parameters 
The performance specification represented the 'ideal ' characteristics of the 
resource, but a number of factors further influenced its development: 
9.2.1 Technological parameters 
A major issue in the development of the resource was the technology that was to 
be used to host it. Initial development had focused on a resource that was 
available through the World Wide Web . However, it was evident from the 
interviews with designers that the level of functionality that was required and the 
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volume and type of data that were being considered (e.g. video clips, high 
resolution images), did not lend themselves well to a web-based product. The 
critical factor would be the internet connection speed available to the user; features 
such as video clips and high reso lution images may take too much time to 
download and deter designers from using the resource. 
In order to avoid this issue, it was decided that the resource could function as a 
'stand-a lone' package on a DVD. A standard DVD ROM has ample memory space to 
hold the data that were collected and there is no issue relating to the speed at 
which the resource will function . Additionally, a 'stand-alone' product would allow 
much greater control over who had access to the data. A critical issue from an 
ethical perspective is the manner in which the information about each of the 
consumers may be used and who has access to it. It was made clear to 
participants during the data collection process of studies two and three that the 
data they provided would be used for resea rch purposes and access to it would be 
controlled. The creation of a stand alone DVD based resource allowed the research 
team greater control over who the information might be Viewed by. 
9.2.2 Development schedule 
The development schedule was largely dependent upon the collection of the 
qualitative data content of the resource, principally the 100 case studies of people 
and their most pleasurable products. However, it was decided that testing of the 
resource did not necessarily have to take place with a full data set; evaluation could 
take place with limited amounts of data, as long as the full functionality of the 
resource was still available. Hence, the time constraints on the development 
related to the collection of sufficient data for testing to take place. 
9.2.3 Cost parameters 
The data collection and resource development processes had a Significant budget. 
A large percentage of this was set aside for the development of the resource, which 
involved sub-contracting work to a software programmer, as well as the purchase 
of a number of software packages. However, this still left sufficient financial 
support for equipment and the cost of data collection. 
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9.3 Preliminary development 
The pre liminary stages of development involved the formalisation of a number of 
the initial concepts and the creation of a number of different prototype resources 
using dummy data. The initial prototypes were developed using Adobe 
Photoshopm, Macromedia Dreamweaver'M and Macromedia Flash ' M, with a focus 
placed upon issues such as the layout of the data, aesthetics and developi ng the 
basic functionality of t he resource. Examples of these prototypes are shown in 
Figure 9.1. 
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Figure 9.1: Examples of the Initial basic prototype concepts. 
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At this stage, the hierarchy of the information that was to be contained in the 
resource was still the primary concern. Figure 9.2 is a summary of the hierarchy 
and identifies the major interfaces that had to be developed. 
Home/intro 
~ 
About the I- Contact page resource information 
~ 
--+ SEARCH DATABASE ~ 
+ 
--+ BROWSE SEARCH ~ RESULTS 
Figure 9 .2: Resource structure. 
As is illustrated in Figure 9.2, there were two distinct interfaces that required 
development; one that allows the user to search the database and another that 
allows the user to browse the resultant data. Pages within the resource such as the 
home page and information about the resource require far less development, as 
they merely carry information that the user may require once or twice. 
The development of the search interface focused largely on the use of icons or drop 
down menus to filter the data by criteria such as gender, age and income. At an 
early stage it was decided that the search page could be made more interactive by 
displaying the search results in 'real time '. The concept of utilising images of the 
100 consumers in the database as a search feedback mechanism was developed; 
the array of faces (Figure 9.3) could change to show the consumers that fit the 
search criteria that are selected (Figure 9.4) . This visual feedback was seen as a 
way of promoting inclusive design and empathy, as the user would immediately see 
the effect of selecting different search criteria. 
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It was also apparent at an early stage that two different layout styles could be 
suitable for the interface that allowed the user to browse the search results (each of 
the consumer case studies that fit the search criteria); these are shown in Figures 
9.5 and 9.6. One style uses the whole viewing window to show the data that the 
user is searching for, the second style splits the viewing window into two panes, 
one shows all of the types of data on display e.g. lifestyle information, brand 
information, etc. and the second pane, on the right, shows the current piece of data 
that the user is browsing in more detail. 
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Figure 9 .5: A navigation style that uses the whole window to show information that the user wants to 
view . 
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Figure 9.6: A navigation style that uses a split pane style to view information; the left hand window 
remains consistent, showing all available data on an individual, whilst the right window updates to show 
the relevant information that is being viewed at that time. 
Informal assessment amongst the research team found the split pane navigation 
style tD be the most appropriate. It allowed the user to maintain a view of all the 
data available about each consumer, but still look at more detail if requ ired . It also 
made navigation easier, as the left hand pane remained consistent when browsing 
each consumer's information; this gave a reference point that reminded the user of 
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-------------------- ------- - - - - - - -------- - --- ----
their location within the resource. Additionally, it was felt that the use of a split 
pane layout did not restrict the aesthetic development in any way. 
More formal development towards a fully functioning prototype was done using 
Macromedia Director'M MX. The stored data that forms the content of the resource 
Is accessed in Macromedia Director's native scripting language, lingo. The resource 
could have theoretically been developed in a number of different packages, e.g. 
C++, Java or Delphi. However, there were a number of advantages to using 
Macromedia Director'M and lingo scripting. Primarily, Director is a good platform 
for multimed ia development, as it has a Graphic User Interface (GUI) and there is a 
great deal of support for using the package. Furthermore, it works across 
plat forms (both Macintosh and PC) and lends itself well to conversion to an online 
product , should this be deemed necessa ry in the future. Crucially, it has extensive 
sound, video, text and interactivity support which were particularly important 
considering the nature of the resource that was being developed . 
Once the basic functionality of sea rching the database and browsi ng the resultant 
data was developed and a quantity of rea l data was integrated into the resource to 
verify its robustness, further development focused on the creation of a number of 
additional interactive features and tools that added functionality to the resource . 
These were : 
A notepad: thi s allows the user to annotate individual consumer's pages of data 
with various notes or comments, analogous to leaving a 'post-it ' note with a 
comment on it in a magazine for example. 
A portfolio : this allows the user to save search results in folders . This allows the 
user to store and access search results in an organised manner and facilitates 
research on several different projects. 
A save search/ last search facility: th is allows the user to save the search results 
and shows a history of all of the searches carried out in a session. 
An export function: this allows the user to export search results to another 
computer which has the database. It allows research to be shared within a design 
team and across the different regions that a design company or manufacturer may 
operate in. 
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A remove/ add from search control: this allows the designer to add or remove 
individual consumers from any search result to fine tune their findings . 
A slideshow feature: this allows the designer to create rudimentary slideshows of 
different pages of information that can then be shown to other team 
members/management. 
A 'play all' feature: this feature automatically cycles through the relevant videos 
from any search result. This concept was driven by the idea of a screensaver that 
could be left on and allow the designer to absorb information in a more passive 
manner. 
A print feature: this allows the user to print data that is being viewed. 
In order to integrate the additional features into the interface in a way that did not 
hinder navigation, a series of ' tabs' were added across the top of the viewing 
window, highlighted in red in Figure 9.7. 
h,jO s 
Figure 9.7: Tabs across the top of the viewing window allow the user to switch between different 
functions e. g. searching, viewing consumer profiles and portfolios. The active tab highlights to show the 
user what function they are performing, in this case , viewing consumer profiles. 
These tabs allow the user to switch between different functions, such as searching, 
browsing and portfolios, in a logical manner. The 'tabs' highlight to indicate what 
activity the user is currently doing giving them feedback about their location within 
the resource. Further informal assessment by the research team developed the 
aesthetic qualities of the resource and ensured that the functional features were 
integrated in a usable manner. 
Figures 9.8 to 9 .15 show the main resource interfaces and the different features 
that were developed. 
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Figure 9.15: trend data; the user can look at trends relating to the entire sample, gender or age groups. 
A text description of the trend has a number of example images of products from the qualitative 
database that fit that trend. Each image can be clicked on to go straight to the video of that product. 
A copy of the ReaiPeopie DVD can be found at the back of this thesis. Installation 
instructions and a brief user guide can be found in Appendix 24. 
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9.4 Resource testing 
The testing of the resource took place in two phases, the first when a functioning 
prototype was available with a database population of 25 consumers and the 
second, when a functioning prototype was available with a database population of 
45 consumers. Although both trials involved different participants and took place at 
different stages of development, the results are reported together as the testing 
procedure in both cases was similar and the findings were consistent across both 
groups. 
9.4.1 Aim 
To test and evaluate a prototype of the resource, in order to guide and refine its 
development. 
9.4.1.1 Objectives 
To assess the visual components of the resource e.g. colour, layout and 
image quality. 
To assess the usability of the resource. 
To assess the different data available in the resource . 
To assess the resource from a wider perspective e.g. value to designers and 
stage of use. 
9.4.2 Method 
Testing of the resource in both phases involved a series of semi-structured 
interviews with both academic and practising designers. The first phase involved 
interviews with five academic designers, details of the participants and a summary 
of their design backgrounds can be found in Appendix 25. In the second phase of 
assessment, nine particpants tested the resource; the majority (7) were practising 
designers, however one was a design researcher and the other was a specialist in 
ergonomics/human factors. More information about each of the participants is 
available in Appendix 26. 
In both phases of testing, the participants completed an informal task analysis that 
allowed them to fully experience the working functionality of the resource . Each 
task was timed and errors noted in order to guide the proceeding interview and to 
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highlight any possible functional issues that may need rectifying. Following the 
task analysis, each participant took part in a semi-structured interview that focu sed 
upon four distinct areas of the resource; visual characteristics, usability, data 
content and its overall value to designers'. The procedure, that was the same for 
both phases of testing, is described in Table 9.2. 
Task 
Briefing 
Demonstration 
Free interaction 
Task analysis 
Free interaction 
Interview 
Feedback 
Description 
The participant was given a full briefing about the resource, its intended 
uses and the principles behind its development. The participant completed 
a consent form and gave a brief summary of their design background. 
Full demonstration of the working functionality of the resource . 
The participant was allowed 5 minutes of time in which to explore the 
reSource and familiarise themselves with several of the functions that have 
been demonstrated to them. 
The participant carried out 4 separate tasks that allowed them to fully 
explore the available functionality. Each task was broken down into 
several stages which were timed. 
The participant was allowed a further 5 minutes of time in which to explore 
the resource and review several of the functions that they had used. 
The participants completed a semi-structured interview that looked at a 
number of different aspects of the resource. 
Completion of feedback form. 
Tabl e 9.2: Phase one and two resource testing procedure. 
A copy of the briefing and the demonstration procedure is available in Appendix 27. 
9.4.3 Task analysis 
The tasks that were performed by the participants in phases one and two of the 
testing varied due to the functionality that was available on each occasion. A 
critical aspect to the testing was the availability of a prototype that was robust 
enough to allow evaluation by designers; clearly the validity of the testing would 
have been adversely affected if the resource had malfunctioned during these 
exercises. Testing during phase one involved a prototype that had 25 consumers in 
the database and the basic functional features e.g. searching and reviewing 
different data types. The prototype that was evaluated in phase two of the testing 
had 45 consumers in the database and the full functionality available for testing 
e.g. searching, creating portfolios and creating slide shows. 
The task analyses that were conducted were largely informal; although task times 
were noted, no statistical analysis of these was performed. The major objective 
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was to allow the designers to experience the available functionality and to highlight 
any major usability issues that may not have been picked up on during 
development. Rather than allowing the participant designers to experience the 
resource without any structure, and with the time restrictions that were present, it 
was decided that a more structured task analysis style introduction to RealPeople 
offered a quick way of allowing participants to experience the resource. Each task 
was broken down into the individual steps that would lead to task completion; 
particular attention was paid to any errors that the participant made, as well as any 
comments that they made about the interface, as these were used to facilitate 
discussion during the semi-structured interview. 
A summary of the basic tasks that were carried out in each of the phases of testing 
is shown in Table 9.3. 
Phase one 
searching the database 
making notes in the database 
viewing different data types in the 
resource 
reviewing previous search results 
Phase two 
searching the database 
making notes 'In the database 
viewing different data types in the 
resource 
creating and using portfolios 
creating and using slide shows 
Table 9.3: Summary of tasKs in each test phase. 
A break down of the tasks, and the task times for each participant can be found in 
Appendix 28. 
The main outcome from the first phase task analyses was that the basic functional 
aspects of the resource worked well and were extremely usable. The only issue 
was with one participant who found some difficulty in locating the ' reset search' 
control, this allows the user to reset the search and start a totally new search. 
Aside from this one finding, there were no major usability issues identified in this 
phase. The second phase of task analyses utilised the full functionality of the 
resource. As before, the majority of partiCipants completed the tasks easily. 
Crucially, none of the participants failed to complete a task or required assistance 
to complete a task; those that did make minor errors were able to correct 
themselves, indicating that the interface is intuitive and easy to learn. However, 
there was some confusion concerning the slide show controls; a number of the 
participants found them confusing when they first encountered them. The main 
issue concerned the manner in which a slideshow was created and saved; in 
RealPeople, a slideshow can be created, edited and then saved. A number of the 
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participants had some problems with the fact that there was no need to save the 
slideshow (i.e. create a file name for it before putting it together) until after it had 
been created and edited. However, with use, the majority of the participants 
became comfortable with these controls. Nevertheless, the initial confusion with 
these controls warranted some attention during the final iterations of the resource, 
as there was clearly a usability issue with them. 
9.4.4 Interview results 
A semi-structured interview was conducted with each of the 14 participants to gain 
their views on a number of different resource characteristics. The interview 
structure can be found in Appendi x 29. 
9.4.4.1 Visual appeal 
The participants were very positive about the aesthetics of the resou rce . The 
majority (12) of the particpants liked the overall look and feel of the resource, with 
a number (8) commenting that the minimalist feel to the design was pleasing. 
Three particpants commented that the look and feel of the resource was very 
profess ional. However, one participant felt that the interface looked a little ' busy' 
at times and could be perceived as a little overwhelming in terms of the amount of 
information available. Another participant suggested that the resource could have 
been made more dynamic and visually exciting. 
Twelve of the particpants felt that the layout was simple and logical; the 
consistency of the interface was also mentioned as an appealing feature and one 
that aided navigation. The layout of the resource was driven largely by a need to 
develop a usable interface; however, two of the designers commented that this 
approach may have affected the aesthetic appeal of the layout. One participant 
also mentioned that it would be useful to be able to re-size the viewing window as 
you cou Id do with the majority of software packages. 
All of the participants liked the colour scheme of the resource. A number (7) of 
participants commented that the minimalist use of colour forced the user to focus 
more on the information that was available in the resource, something that they 
saw as advantageous. The majority (9) of the participants were happy with the 
fonts that were used and found the text easy to read. However, five partiCipants 
commented that at times, some of the tex t did appear to be a little too small. All of 
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the participants agreed that the images that were used in the resource were of a 
good quality and added depth to the information on offer. One participant 
suggested the use of thumbnail pictures in the 'more product information' page 
(clicking on these could then expand to a larger image) rather than the use of four 
medium sized images. This proposition is illustrated in more detail in Figure 9.16. 
Despite only being suggested by one participant, this is a feature that warrants 
consideration as it would allow the designer access to larger images and possibly a 
greater number of images. 
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Figure 9.16: The use of thumbnail picture for the ' more information' page; this would allow the user to 
select what image they wanted to view by clicking on the smaller thumbnail image below. This allows 
the main image to be larger and provides more space for several thumbnail images. 
The first phase of testing with five academic designers had led to concerns about 
the ambiguity of one or two of the icons that were used in the resource. All of the 
participants found the housi ng icons and some of the controls across the top 
navigation bar vague (e.g. new search button, reset search button) . However, all 
of the academic designers found that after using the resource, these icons became 
self-explanatory. In order to aid the designers, a number of ' tool t ip' text bubbles 
were added (these appear when the mouse pointer pauses over a control) to a 
number of the controls (e.g. search controls) before the second phase of testing. 
Following this, six of the practising designer participants felt that the majority of 
the icons were easy to interpret; however, there was still some confusion regarding 
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the housing icons. Nevertheless, all of the participants in both phases of testing 
concluded that with use, all of the icons would become easy to interpret. 
9.4.4.2 Usability 
Thirteen of the participants described the resource as 'easy to use'; a number (8) of 
participants drew attention to the real time search feedback as a useful visual aid to 
sea rching the database. There was also a consensus that the split window 
navigation style was a good feature. One participant also suggested that there 
should be more spacing between different sea rch criteria, as he found that thei r 
proximity implied that you had to select more than one characteristic. Despite the 
majority of the participants feeling that the resource was easy to use, four added 
that further refinement would be necessa ry to iron out any minor issues. The 
majority (12) of the participants found the layout and hierarchy of information in 
the resource logical and simple to use. All of the participants speculated that the 
resource would not take long to learn to use, with most commenting that they felt 
comfortable using it after a few minutes. 
The participants were asked to comment on the functional features that they felt 
worked best in the resource. From a usability perspective, the majority of the 
participants (9) felt that the search functions were the best feature of the database, 
in particular the real time feedback that the interface gave them regarding the 
search results. The remaining participants fel t that wider issues such as the ease of 
access to information and improving a designer'S understanding of the person-
product relationship were the best aspects of the resource. The participants did not 
feel that any of the functionality was not of value, however, a number (3) drew 
attention to the fact that the lifestyle information about different individuals could 
get 'lost' amongst all of the other information. They saw this as the most valuable 
information and would have preferred it to have been presented in a more visual 
and 'up front ' manner. All of the partiCipants were happy with the speed of the 
resource. 
The partiCipants were asked to comment on any functional aspects that they felt 
were poor. Four of the participants commented that the slide show feature was a 
little confusing to use and it was clear from the task analysis that this feature 
needed refinement. Aside from this one feature, the participants all liked the 
functionality that was on offer and the manner in which it had been implemented . 
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The participants were also asked to comment on functional features that they felt 
could be integrated into the resource. A number of participants (5) reasoned that 
the search criteria should be broadened or be made more flexible. In particular, 
they wanted to be able to search the database by keywords, brands and by the 
style choice data. There was also a desire (by 2 participants) to be able to 
manipulate and use the data that was in the resource; perhaps utilising the images 
to create mood boards for example. Two participants also suggested that it may be 
valuable to view more than one consumer case study at anyone time, as this would 
allow the user to compare and contrast different consumers' information. Another 
participant mentioned that the whole database could be developed to become more 
interactive, perhaps playing the music that each consumer in the database likes or 
showing interactive 3D images of each product. It is clear that within the remit of 
this research project, a number of these are not possible; 3 dimensional interactive 
images of products for example would require extensive data collection and 
processing that would not be possible considering the timescale involved. There 
are also issues regarding how much additional memory space this may absorb on a 
DVD. Furthermore, from a practical perspective, it would involve revisiting the 
consumers already inhabiting the database to recollect the miSSing information, 
which was not feasible within this context. 
It was a general consensus amongst the participants however, that the resource 
represented a valuable 'first step' towards the development of a tool to support 
designers in this area. 
9.4.4.3 Data quality 
Thirteen of the participants praised the quality of the video clips and the insight 
that they gave the deSigner, they found them to be immersive, thought provoking 
and easily digestible. The remaining partiCipant, despite liking the video clips, 
suggested that a number may be too long. This participant recommended that a 
larger series of more condensed clips may be more appealing to designers. They 
also suggested that each clip could have a series of key quotes in text, next to the 
clip . Clicking on each quote could then 'skip' the video to that quote. This is an 
interesting suggestion that could make slightly longer clips more usable and 
interactive for the designer. 
On the whole, the designers were happy with the relevance and quantity of lifestyle 
data on offer, the majority (12) agreeing that it provided a valuable picture of each 
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individual consumer's lifestyle. However, two designers sought such information in 
a more visual manner e.g. images. One designer also suggested that more 
aspirational lifestyle information would be of value. 
The majority of designers (11) found the 'style choice' information interesting; 
however, there was a desire from a number of them (5) for a wider se lection of 
products to be considered. Two participants were confused about the concept of 
'style choice ', but once thi s was explained to them, they agreed that this type of 
information was of value to them. Two participants commented that the images for 
the style choice data needed more detail and the products that each consumer 
chose were not highlighted in an obvious manner. 
The majority (13) of the participants found the brand data very valuable, a number 
(3) also suggested that is was a feature that could be expanded and developed, 
perhaps looking at the difference between the actual brands people buy, the ones 
they aspire to and what brands they would choose when looking at different sectors 
of the market. There was a consensus that this type of information would give 
designers insight into consumers' aspirations. However, one participant did 
mention the fact that this data could mislead the designer, as they could become 
too focused on the brand and less focused on the individual that chose it. Four of 
the designers suggested that it would be of real value to be able to search the 
database using the different brands that consumers had chosen. The expansion of 
the search facility was a recurring theme from the trials and one that warrants 
consideration. 
The personality data appeared to polarise the opinions of the designers. Nine of 
the partiCipants stated that thi s was the least useful set of data, but the remaining 
five commented that it was interesting and of value to them. They also commented 
that it may be of use to be able to sea rch the database by personality type. In 
contrast, one of the participants that didn't value this type of data, commented that 
he was often suspicious of personality test data and was concerned about what 
tests would have been used to obtain the information . 
The nine partiCipants in phase two of the testing were also shown examples of how 
the trend data (from study three) was going to be integrated into the resource and 
the manner in which it would be presented (Figure 9.15). All of the participants 
found this data useful, however, three suggested that it was very general in nature 
and was only of value to give the designer a brief overview of a particular 
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demographic. A number (2) raised issues such as, where the data was sourced 
from and how these trends may change over time, as possible problems with this 
type of data . However, there was a consensus that presenting it in a visual 
manner, utilising links back to the database of consumer case studies was a useful 
way to describe the information . One participant suggest that it may still be 
beneficial to allow designers access to the data as charts or histograms, as this was 
sometimes useful. 
9.4.4.4. Overall feedback 
There was a consensus amongst the participants that the RealPeople resource 
offered valuable support to designers . Participants mentioned that it would 
reinforce the importance of pleasure to designers and highlight the different ways 
that it can be elicited by the products that they design . There was also agreement 
that the depth and quality of information was of value. A number (3) also noted 
that it may be of value to other disciplines, such as marketing and to 
manufacturers, in order for them to better understand their consumers before they 
develop briefs. 
The majority of participants (13) agreed that the resource was of most value to 
designers at the start of the design process, to begin to understand more about 
different market segments, to develop briefs and to initiate concept generation. A 
number (6) also added that they felt it was flexible enough to be used at several 
stages of the design process, also providing insight during design evaluations and 
development. One participant also mentioned that it would be usefu l as a 
communication tool during design meetings, to give non-designers an insight into 
the subject matter and to develop a common language between different members 
of a product development team . 
The participants were asked to comment on which aspect of the resource gave 
them the most insight into the consumer. The majority (9) felt that the video clips 
in the database offered the most insight; a number adding that a real strength was 
the ability to see and hear the manner in which real consumers spoke about the 
products that gave them pleasure. Three of the participants felt that all aspects of 
the resource worked well together and that each different data set gave designers 
insight into different facets of the consumer. The remaining two participants felt 
that the brand choice and style choice information were the strongest elements to 
the database; however they both felt that these data required development, such 
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as more information on brand choices or a wider range of style choice products 
being evaluated by consumers. 
The participants suggested a number of different types of data that would also be 
useful in the resource. These are listed below, with the number of participants who 
suggested it, in brackets. 
information about the geographical location of the consumers (3) 
more behavioural or attitudinal data (1) 
more aspirational information (1) 
information about preferences in wider fields such as graphics, material 
finishes, textures (1) 
information on disposable income as well as overall income (1) 
information from different cultures (1) 
information of products that annoy consumers (1) 
more housing information (1) 
These suggestions offer interesting directions of research that warrant reflection. 
They highlight possible additional data sets that could be added to future iterations 
of the resource and the scope that future resources might encompass. 
The participants were also asked to speculate whether the resource gave them (and 
could give other designers) greater empathy with consumers. There was a 
consensus that the resource would promote empathy. The participants mentioned 
features such as the video clips, brand choices and lifestyle information, as data 
that immersed them in the lives of different consumers and promoted empathy. 
9.5 Conclusions 
One of the key objectives of this research programme was to develop a resource 
that delivered information to designers in an engaging and useful way. The 
investigations with consumers had yielded great quantities of information that 
needed to be developed into a resource that achieved this goal. The development 
of RealPeople began with fairly loose and informal concepts, which explored 
different characteristics that it may possess and its aesthetic qualities. The 
interviews with designers in study one saw further development and refinement of 
these concepts. 
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Once a more thorough understanding of the technological limitations was 
established, a number of functional prototypes were developed and informally 
assessed by the research team. Once enough data were available, a fully 
functioning prototype was developed and evaluations conducted by designers 
(n~ 14) in the first instance to ensure the robustness of the basic functionality and a 
second time, once all of the functionality was working. 
The feedback from designers was very positive. The evaluation assessed a number 
of different aspects of the resource and the main conclusions were: 
The designers liked the aesthetic style of the resource. 
The designers liked the level of functionality that was on offer; in particular 
the feedback from the search interface was seen as valuable. 
The designers found the resource easy to use and speculated that it would 
not take long to become familiar with the full functionality on offer. 
The designers were happy with the type of data that was available in the 
resource and the manner in which they were presented. 
The designers felt that the data was of a high quality, with the video clips, 
brand data, style chOice and lifestyle information, in particular appealing to 
them. 
The designers felt that the resource would be of great value to designers, 
particularly in the opening stages of a project to inspire and guide concept 
generation and initiate research. They also suggested that other diSCiplines, 
e.g. marketing, may be interested in using it. 
The designers all felt that the resource would promote a greater sense of 
empathy with the consumers. 
The informal task analysis that was conducted highlighted a number of minor issues 
that were addressed during further refinement of the resource, as the final data 
sets were added. Crucially, there were no major issues that required restructuring 
of the resource or major re-development. The designers that partiCipated in the 
evaluation also suggested a number of possible future additions to the resource. 
The suggestions ranged from new data types e.g. expanding the style choice 
variations, to more extensive changes e.g. more flexible search capacity. These 
suggestions are discussed further in the following chapter where future 
developments and further research are conSidered. 
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Chapter ten 
Conclusions and contribution to knowledge 
In this chapter, the programme of research that has been conducted is discussed 
and assessed with respect to the original aim and objectives. Each of the studies 
that were undertaken is discussed and their contribution to the overall research aim 
is evaluated. The chapter concludes with an overall assessment of how successfully 
the research aim was met, how the findings from this study contribute to 
knowledge in this area, what recommendations can be drawn for design and 
ergonomics and finally, suggestions for future research. 
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10.1 Introduction 
To formulate a conclusion to this programme of research it is necessary to revisit 
the original aim and objectives as these provide the context in which this body of 
work can be assessed. These are presented below. 
Aim: 
To investigate consumer product pleasure and its application within the design 
process and to apply these findings to develop a framework for the creation of 
tools/resources that designers can use to gain a better understanding of product 
pleasure. 
Objectives: 
- To understand current thinking in product pleasure and the way in which humans 
interact with products. 
- To review existing methods and tools available to designers that can be used to 
consider the emotional and pleasure needs of consumers. 
To gain an understanding of the attitudes and practices of contemporary 
designers with regards to pleasure in design. 
- To gain an understanding of designers' needs from resources and tools to support 
designing. 
- To understand the characteristics of products that give pleasure to people through 
the collection of data from real consumers. 
- To apply these findings to the development of a resource that can be used to 
inform and inspire designers about product pleasure. 
To address the first two research objectives a review of current literature on the 
subject of consumer pleasure was conducted. In chapters 1 and 2 evidence was 
presented that showed that the notion of satisfying the pleasure needs of 
consumers has become increasingly important to manufacturers and designers, as 
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consumers in developed markets have become increasingly driven by their 
hedonistic needs. A number of models of how products can elicit pleasure (and 
other emotions) were also described. These provided a framework within which it 
was possible to better understand the complex nature of emotional response to 
design. To begin to understand designers' requirements from tools and resources, 
an assessment was made of the current tools and methods that have been 
developed to support designing for pleasure. The conclusions drawn were that 
there is comparatively little support for designers in the early research and 
generative stages of the design process and the support that is provided is often 
not in a format suited to the manner in which designers work. Furthermore, the 
majority of tools developed to support designers take a 'product-focused' view, 
often addressing the emotional reactions elicited by different product attributes. 
There is little support from a 'people-focused ' perspective; educating designers 
about different human needs and emotions and how products may satisfy such 
needs. 
In the following sections each of the studies that was undertaken are discussed 
within the context of the remaining research objectives. 
10.2 Understanding designers' attitudes and requirements 
Following the review of literature, study one was conducted in order to address the 
next two research objectives: 
- To gain an understanding of the attitudes and practices of contemporary 
designers with regards to pleasure in design. 
- To gain an understanding of designers' needs from resources and tools to support 
designing. 
Study one involved a series of interviews with student, academic and practising 
designers. These led to several conclusions that supported the creation of a 
resource and helped guide its development. The main conclusions were: 
10.2.1 The growing importance of pleasure 
Satisfying the 'pleasure' needs of the consumer is important to deSigners, 
but few were aware of pleasure specific methods or tools available to them. 
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Designers tended to focus on eliciting pleasure through aesthetic appeal and 
the senses (physio-pleasure) . 
Practicing designers showed more awareness of ways that pleasure could be 
elicited e.g. socio-pleasu re, psycho-pleasure and ideo-pleasure. 
Practicing designers were aware of how the importance of pleasure was 
often moderated by other factors e.g. production costs. 
There were limited differences between the student/academic sample and 
the practising designer sample. 
10.2.2 Designers increasing involvement in research 
Designers are more research active, employing and adapting UCD methods 
to develop a holistic view of the consumer. 
These methods are often employed in a 'q uick and dirty' manner, with the 
data assessed intuitively . 
10.2.3 The verification of resource development 
Designers would find a pleasure resource valuable; however there were 
concerns about the potential for misuse e.g. focusing on a few particular 
consumers in the resource . 
The resource should encou rage and facilitate an inclusive approach to 
designing and enforce the principle that the resource is a reference 
database, intended to guide further research and inspire concept generation. 
10.2.4 A desire for a mixture of information 
The designers sought a mixture of quantitative and qualitative information. 
There was a consensus that the resource should immerse designers in the 
lifestyles of different people. 
The 'four-pleasure' framework (Jordan, 1997) proved to be a useful 
classification structu re that the designers found easy to understand. 
10.2.5 A flexible and quick resource 
The designers sought a resource that offered quick and easy access to 
information. 
Designers sought tools that were flexible in the way that they cou ld be used . 
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The information in the resource must be presented in a visual way and the 
interface must appeal to designers. 
Study one successfully provided information regarding the growing importance of 
pleasure and the growth in UCD practices in design, as well as direct guidance 
concerning designers' needs for resources developed to support them. The semi-
structured resea rch method that was employed suited the study, as it proved 
particularly effective during interviews with practising designers, where there were 
tight time constraints. Additionally , the development of a pre-interview pack that 
was sen t to practising deSigners, in advance of the interview, proved very useful 
and made the interviews more effective considering the limited time that practicing 
desig ners were ab le to commit. The main output from study one was a resource 
performance specification that guided the remaining two objectives. 
Despite the success of the first study, it was felt that more knowledge was required 
in a number of areas to further develop the performance specification . Due to the 
time constraints involved, a focus group was conducted that yie lded more detailed 
information about the needs of designers; specifically concerning their functionality, 
usa bility, aesthetic and data requirements from the design resource . Although 
these questions had been addressed during study one, the open ended and 
exploratory nature of this study had resu lted in a loose set of guidelines that 
required further refinement in these specific areas. Through the use of a more 
structured focus group, it was possib le to further develop these findings and refine 
the performance specification prior to the next stage of research. 
10.3 To understand the characteristics of products that give 
pleasure to people through the collection of data from real 
consumers. 
The second objective involved the collection of data that would give insight into the 
ways in which products can give pleasure to different consumers. The resultant 
data was used as the content of the design resource that was developed to meet 
the final objective and the overal l research aim. The principle objective was the 
collection of both qualitative and quantitative data about consumers' attitudes 
towards pleasure. 
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10.3.1 Study two - qualitative data 
Study two involved interviews with a broad selection of 100 real consumers. The 
basis for each interview was the discussion of three products that they owned that 
gave them the most pleasure. This resulted in 300 video case studies that 
illustrated the broad variety of ways in which pleasure can be elicited from 
products. Additionally, several other packages of data were collected from each 
participant that offers the designer a 'snap-shot' of each individual's life. These 
data included information such as an overview of the individual's lifestyle and their 
favourite brands. This data set was developed to give designers a more intimate 
understanding of the way in which products can elicit pleasure and to give them 
empathy with the consumers for whom they are designing . 
The principles behind the collection of these data were largely driven by a previous 
investigation by the same researchers (Porter, et aI., 2002). However, the findings 
from study one led to the development of a more comprehensive data collection 
process that captured a broader range of information from each participant e.g. 
style choice, brand choice and personality profile (see chapter 7). 
The data collection strategy involved a combination of purposive and snowball 
sampling to recruit a wide range of participants and a semi-structured interview to 
obtain the majority of the data. From a pragmatic perspective the sampling 
strategy was appropriate for this investigation; the data collection process involved 
a great deal of time, effort and forethought from the participants. Consequently, 
purposive and snowball sampling offered the most efficient and practical way of 
recruiting the appropriate participants. The semi-structured interview method was 
also well suited to this investigation, as it allowed the participants to elaborate and 
explain their feelings and thoughts about each of their products, but still offered a 
structure and direction that the interviewer could employ to maintain an efficient 
and effective interview. 
10.3.2 Study three - qua ntitative data 
Study three ran in parallel to study two and involved the development of an 
attitude questionnaire that was implemented in a series of street surveys in 11 
different UK locations. It was also administered during the interviews conducted in 
study two. A quota sampling strategy was used; with an emphasis placed on 
collecting an even spread across gender and different age ranges. This quantitative 
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data was analysed and a number of statistically significant trends were found 
across the entire sample and across age and gender. Many of these trends were 
found to relate closely to research findings in published literature (see chapter 8). 
However, as was discussed in chapter 8, there were a few issues concerning some 
of the questions used in the structured interview; principally whether participants 
were inclined to give socially acceptable responses to a few of the questions, as 
opposed to totally honest answers. 
The data collection for this study was again driven by the findings from a previous 
study (Porter, et aI. , 2.002.) and as a result focused on the effect of gender and age 
on attitudes towards pleasure. Consequently, the data collection strategy involved 
a quota sampling method (an even spread of participants across age and gender), 
with an attempt to counterbalance any regional variations within the data, made by 
drawing the sample from a number of different locations across the UK. The 
decision to administer the questionnaire as an on-street standardised interview was 
also considered appropriate due to the nature of the subject being discussed ; the 
presence of an interviewer at all times allowed a thorough explanation of the 
subject matter to participants and reduced the chances of collecting erroneous 
data. It also suited the quota sampling strategy. 
10.4 Developing the findings into a design resource. 
The final objective of this research programme was to apply the findings from study 
one and the data from studies two and three to the development of a resource that 
could be used to inform and inspire designers about product pleasure. 
Development of the resource began with fairly loose and informal concepts, but 
once a more thorough understanding of the technological limitations was 
established and a comprehensive performance specification was developed. A 
number of functional prototypes were created and informally assessed by the 
research team. Once a fully functioning prototype was developed the resource was 
evaluated by designers. 
The feedback from designers was very positive. It was clear that the resource 
appealed to them from an aesthetic, functional and usability perspective. The 
designers found the type, quantity and quality of the data that was in the resource 
to be useful and the Visual manner in which much of it is presented appealed to 
them. There was a consensus that the resource would be of value to deSigners, 
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especially in the early generative and research phases of a project . The designers 
also added that it would give them greater empathy with consumers. 
The evaluation of the resource involved a series of informal task analysis exercises 
and interviews with academic and practising designers. The task analysis exercises 
allowed the designers to experience the full functionality of the resource in a short 
period of time. In their subsequent interview they were asked to evaluate the 
resource from a number of different perspectives e.g. data content, aesthetics, 
functionality. Ideally, the evaluation of the resource would have been conducted 
over a longer period of time. Although the task analysis exercises allowed the 
designers to experience the full functionality on offer, they did not really offer the 
deSigners an opportunity to experience the full scale and depth of the information 
that the resource contained. Additionally, a number of questions during the 
interview required the designers to speculate about some long-term characteristics 
of the resource e.g. value to designers; a more long -term study, where designers 
could use the resource from day to day in a live project, would perhaps have given 
them a more informed perspective for such questions. Nevertheless, conSidering 
the practica l issues of conducting such a study and the time constraints involved, 
the evaluation did highlight the real strengths of the resource from a designer's 
perspective and offered a number of opportunities for development. 
10.5 Conclusions 
This research programme has successfully achieved its primary aim; to investigate 
consumer product pleasure and its application within the design process and to 
apply these findings to develop a framework for the creation of tools/resources that 
desig ners can use to gain a better understanding of product pleasure. 
Furthermore, the studies that were carried out during the investigation successfully 
addressed the main objectives; understanding designers' needs from a resource 
and the collection and representation of data that would support them . A number 
of guiding prinCiples were developed and were used to create a resource that 
speCifically supports the early research and generative stages of designing, offering 
designers a mixture of rich qualitative data and quantitative trend data that could 
educate and inspire them . Feedback during evaluation was extremely positive . 
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10 .6 Critique of Jordan's framework 
A major aspect of this investigation has been the utilisation of Jordan's framework 
of four pleasures (1997) to structure the data that has been collected in both study 
two and three. In study two, the framework was used to analyse and structure the 
information that was collected from each participant in the video interviews and in 
study three the four pleasures were used as the basic structure for the attitude 
survey (along with product functionality and usability). It is important in this 
concluding chapter to provide some form of critique of this framework and its use 
within the context of this investigation . 
Literature that was reviewed in chapters two and three showed that a number of 
frameworks and models of consumer emotional responses existed. Previous 
research by the same investigators (Porter et al. 2002) and the review of literature 
suggested that the use of a framework would allow the data collection process and 
the resultant ' resource' to be structured in a manner that would improve its 
usability and value to designers. Although Jordan's framework (1997) had been 
successfully employed in previous work by the same researchers (Porter et al. 
2002) it was decided, after a review of different models of consumer pleasure and 
emotion (chapter 2), that further research was required to establish which was the 
most appropriate model/framework for this investigation. This study, a series of 
interviews with deSigners, was described in chapter five. It was a clear conclusion 
that Jordan's framework of four pleasures (1997) was liked by designers and 
offered them a clear structure from which they could begin to understand the 
different pleasures elicited by products. 
In light of the conclusions from study one the decision was made to proceed with 
this particular framework and it was used in a number of ways throughout the 
subsequent studies. In study two, the framework was used as a structure within 
which each of the consumer case studies was summarised, these summaries can be 
found in the resultant RealPeople resource with each of the video interviews. The 
use of the framework in this manner echoes the work of Macdonald (1998) who 
used it to develop a number of case studies that showed the different pleasures 
that can be elicited by everyday consumer products. The framework was also used 
extensively in study three as a structure for the consumer attitude survey. As well 
as addressing attitudes towards product functionality and usability, the survey 
assessed consumer attitudes towards each of the four pleasures with respect to 
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age, gender and across the entire sample population, the results of which are 
described in chapter 8. 
Informal feedback from designers during the evaluation of the RealPeople resource 
(chapter 9) corroborated the findings from study one; Jordan's framework of four 
pleasures (1997) was a useful and valuable way of structuring the concept of 
product pleasure for designers. It provided a simple way of analysing product 
pleasure in a number of different contexts (e.g. social, psychological) and critically, 
it was easy for designers to comprehend and apply to subsequent products and 
scenarios. In summary, its implementation within this study was successful and it 
provided a valuable structure to the concept of product pleasure, both for the 
designers who used the end product (the resource) and during studies two and 
three where it was integral to the data collection procedure and processing. 
However, it is also important to assess the framework within the broader context of 
design and emotion and product pleasure. While it has proven to be an appropriate 
framework for this investigation, it is perhaps a weakness that it lacks the broad 
scope and in depth analysis that other frameworks/models offer. The focus of this 
investigation was specifically 'pleasure' to which Jordan's framework is well suited. 
In a broader context however, not all products induce pleasure, they often elicit a 
mixture of varied emotions, some often negative. Jordan's model does not account 
for the negative spectrum of emotional reactions, unlike for example, Kano's model 
of consumer satisfaction (1984). It also doesn't offer the designer an in depth 
insight into the specific emotional needs that a product is satisfying or an 
explanation of why pleasure is being elicited, in the way that Desmet and Hekkert's 
model of Goals, Standards and Attitudes (2001) does. However, Jordan (2000) 
acknowledges these failings and suggests that the framework is most useful as a 
way of structuring thought regarding pleasure, further commenting that it isn't 
intended to give insight into why pleasure is elicited, but a tool that can be used in 
taking a more structured approach towards the subject of product pleasure; hence 
its suitability to this investigation . 
In summation, Jordan's framework of four pleasures (1997) was a useful and 
appropriate tool for this investigation. It provided a clear structure from which to 
begin to understand the different ways in which products can elicit pleasure and 
was integral to the development of the data collection procedure and resource 
development. However, within the wider context of design and emotion, it is a 
structure that cannot be applied to the full spectrum of human emotions that can 
2 14 
be elicited by design and it does not offer the designer greater insight into why 
pleasure (or a positive emotional reaction) is elicited. 
10.7 Contributions to knowledge 
There are several findings from this programme of research that further knowledge 
in this particular field. These have been summa rised under each of the studies or 
the stage of the investigation in which they were discovered. 
10.6.1 Study one 
A lack of support early in the process 
There is currently a lack of support for designers in the early exploratory and 
generative stages of the design process in terms of tools and methods to 
understa nd consumer pleasure and to guide and inspire research and concept 
generation. The majority of tools and methods that have been (or are being) 
developed with in academia are suited for implementation at the later products 
development and validation stages of the design process. 
Designers tend to focus on the more tangible ways of eliciting pleasure 
Designers tend to focus on the more tangible ways in which products can elicit 
pleasure e.g . physio-pleasure characteristics, utilising texture, co lour and form to 
provoke an emotional reaction. There is currently a lack of awareness of the other 
ways in which pleasure can be elicited i.e. socio-pleasure, psycho-pleasure and 
ideo-pleasure. 
Designers are becoming more research active 
Designers are becoming increasing ly involved in the research phases of the design 
process; however, they employ research methods in an informal and intuitive 
manner that often lacks scientific rigour. 
Designers value a mixture of information 
Designers value both qualitative and quantitative data that can guide the design 
process, however, the manner in which this data is delivered is critical to it being 
useful, usable and engaging. 
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Engaging with participants before interviews can be beneficial 
The issuing of pre-interview information packs to participants in advance of an 
interview proved to be valuable in maintaining an effective and efficient session 
despite tight time restrictions. By engaging with participants in advance of the 
actual research activity, they were able to consider a number of the research topics 
and being to formulate responses well in advance of the session, which was 
particularly beneficial given the context in which they were conducted. 
10.6.2 Study two 
Visually engaging information 
The data from study two was represented as a series of highly immersive video 
clips; this visua l format is one that was found to be highly appealing to designers. 
The resource that was developed to house the data was also created with a 
thorough understanding that the graphic interface and the visual aesthetic of the 
resource was of vital importance to whether designers would perceive it as being 
beneficial. The resultant resource was found to be appealing and the data 
represented in an original and engaging manner; the packaging of research 
information in a more visually exciting format clearly makes it more attractive to 
designers. 
Linking of data types can add empathy 
Empathy is added to the quantitative data in the resource by linking it to the 
qualitative video data; linking these two types of data reinforces trends and 
statistically validated findings with real life examples about real individuals. 
10.6.3 Study three 
Consumer attitude trends 
A number of sig nificant trends relating to consumer attitudes towards pleasure 
were discovered. These applied to the whole sample population and across 
consumer gender and age (see Chapter 8). A number of the trends discovered 
during this study match other findings by previous social science investigations, 
however there are also a number of original trends that show the effect of age and 
gender on the attitudes of the consumer towards product pleasure. 
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10.6.4 Development of the RealPeople resource 
The development of the RealPeople resource resulted in a number of generic 
guidelines that can be used to inform the development of future resources. These 
are outlined below as further contributions to research. 
Flexible and quick access to information 
Resources must allow designers flexible and quick access to information . Software 
and internet based tools in particular must be developed with a thorough 
understanding of the technological limitations in mind and how these may effect the 
outcome. 
Information packaged in an engaging format 
Much of the information that has been traditionally offered to designers to support 
them in decision making is often not in a format that they find usable. The use of 
more interactive and engaging ways of representing data e.g. images, video clips 
and limited text, makes this information more appealing and accessible to 
designers. 
Software resources must be usable and facilitate collaboration 
Software resources must have an interface that is immediately usable by designers 
and also ' pleasurable' for them to use. The day to day activities of designers 
already demand that they use a number of different software packages (e.g. CAD 
packages) so any further software resources would benefit from being simple and 
intuitive to use with little training. Software resources should also include features 
that facilitate collaboration and communication. Contemporary designers often 
work in teams both on a local and global level, features within the RealPeople tool 
such as portfolios, slideshows and importing and exporting, encourage designers to 
share and discuss research findings earlier in the design process. 
10.6.S Papers 8. book chapter 
During the research programme, a number of conference papers were produced 
(other forms of dissemination are also included): 
Porter, C.S ., Chhibber, S. and Porter, J.M., (2003) "The development of an 
inclusive design resource", Proceedings of INCLUDE 2003: inclusive design for 
society and business, 14, Royal College of Art, London, London, 2003, pp 578-585, 
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ISBN 1 874175 94 2, [CD-ROM] . 
Chhibber, S. ,Porter, C.S. ,Porter, J.M. and Healey, L. , (2004) "Designing Pleasure; 
Designers' Needs", Proceedings of the Fourth International Conference on Design 
and Emotion, Middle East Technical University, Ankara, July 2004, [CD-ROM]. 
Porter, C.S., Chhibber, 5., Porter, J.M. and Healey, L., (2005) "ReaIPeople: 
Encouraging Inclusive Design through Empathy", Proceedings of INCLUDE 2005, 
Royal College of Art, London, 2005, pp1- 11, ISBN 1-905000-10-3 
Porter, C.S. ,Chhibber, S. ,Porter, J.M . and Healey, L., (2005) "ReaIPeople: making 
users' pleasure needs accessible to designers" , Proceedings of Accessible Design in 
a Digital World, Dundee, 23-25'" August 2005 & British Computer SOCiety in their 
Workshops in Computing (eWIC) Series, ISSN 1477-9358 
Abstracts 
Chhibber, 5., Porter, C.S., J.M. and Healey, L., (2006) "What makes you tick : an 
investigation of the pleasure needs of different population segments." Proceedings 
of the Fifth International Conference on Design and Emotion, 27-29 September 
2006. Chalmers University of Technology in Gothenburg, Sweden. [CD-ROM]. 
C. Samantha Porter, J. Mark Porter & Shayal Chhibber, "ReaIPeople; capturing the 
emotions of product users", book chapter in, Meeting Diversity in Ergonomics, Ruud 
Pikaar (ed), Elsevier, Due Autumn 2007 
Work also presented at: 
'Can't buy me love' - ENGAGE Symposium (dissemination event), 22 June 2006, 
University of Delft, The Netherlands 
' (I can't get no) satisfaction' - ENGAGE Symposium (dissemination event), 2 
November 2006, The Design Council, London, UK 
ENGAGE Symposium, National event, 7 February 2007, Stuttgart, Germany 
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10.7 Recommendations for design and ergonomics practice 
and education 
An additional conclusion to this research programme has been the development of 
a number of general recommendations for design and ergonomics practice that 
largely follow on from the contributions to research. These recommendations are 
summarised below. They consist of a series of statements that relate to pleasure in 
the design process and wider communication and research issues. 
10.7.1 Broaden the focus of design 
Study one showed that designers tend to focus on the physio-pleasure 
characteristics of a design; there needs to be more awareness and attention paid to 
the other ways in which pleasure can be elicited by products e.g. socio-pleasure, 
psycho-pleasure and ideo-pleasure. Practitioners must be encouraged to broaden 
their scope during projects and education must make design students more aware 
of the diverse ways in which emotions can be elicited by design. 
10.7.2 Increasing involvement in research with a scientific approach 
Another conclusion of study one was that designers are increasingly being involved 
in design research; this is a positive step. However, ergonomists and other social 
science researchers need to be involved in this research at an earlier stage to add 
structure and scientific rigor to the more quick and dirty methods used by 
designers. In design practice, all disciplines should be encouraged to actively 
research people and the manner in which they interact with products. Education 
must make designers more aware of research techniques and how to apply a 
scientific approach to investigating consumers. 
10.7.3 Emotion raised to a level footing 
Research into the emotional component of the human-product relationship is an 
increasingly active field of research, however it needs to be placed on an equal 
level within ergonomics as research into the cognitive and physical aspects of the 
relationship (additionally, this must not occur at their expense). Ergonomics 
education should broaden its scope to address human emotion, its measurement 
and its effect on human behaviour and encourage future ergonomists to take a 
more inclusive view of understanding people. 
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10.7.4 Research earlier to increase empathy 
Research into emotion (and user centred research in general) needs to occur earlier 
in the design process as this promotes empathy and awareness of peoples' needs at 
an earlier point in the design process. Practitioners and education should 
encourage research from the start of the design process and the views of 
ergonomists and social science researchers should be integrated into the design 
process at an earlier stage. 
10.7.5 Focus on individuals, but maintain an inclusive outlook 
This programme of research has championed the use of ' undiluted' and rich 
information about individual consumers as a valuable source of information to drive 
design generation and development. This focus promotes empathy and immerses 
designers in the lives of real consumers, offering them insight into the lifesty le and 
behaviour of actual people, as opposed to the more generic diluted information they 
are often furnished with. Despite this focus on real individuals, design resea rch 
must maintain an inclusive perspective of the wider population. Additionally, 
quantitative research can benefit from being linked to more intimate qualitative 
findings (as has been demonstrated within the RealPeople resource) . 
10.7.6 Add structure to information in tools and resources 
Tools and resources developed by ergonomists for designers can benefit from the 
use of a formal structure; Jordan's framework of four pleasure (1997) in this 
instance. The structure that was employed in this programme was first validated 
and it was then used consistently throughout the data collection process and to 
structure the content of the resource. Feedback from designers verified that the 
information in the resource was easier to understand from the use of the 
framework. The use of a consistent structure is something that improves the 
usability of the resource and also enables designers to further structure future 
research that they may conduct. Educating designers about such frameworks can 
also empower them to add structure to their own research activity. 
10.7.7 Disseminate and test academic research in industry 
There needs to be a concerted effort to disseminate and test methods that have 
been developed in academia in an industry environment; study one highlighted low 
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levels of awareness in industry of numerous techniques that have been developed 
in academia. Education needs to improve dissemination into design practice and 
conversely, design practitioners need to forge closer links with academia in order to 
test and validate new methods and tools that are being developed. 
10.7.S Tailor tools to the way in which designers work 
Tools that have been developed for designers must allow quick and easy access to 
information and must be flexible enough to suit the manner in which designers 
work. Study one developed a performance specification for the development of a 
software resource that offers some guidance to the characteristics that designers 
seek from such resources. The information must also be presented in an engaging 
and visual manner; this appeals to the visual nature of the design discipline. 
From a wider perspective, socia l science practitioners and education must recognise 
designers ' needs with regards to the format of the information that is presented to 
them and crucially must equip social science researchers with the means to cater 
for these needs. By educating ergonomists in different forms of visual 
communication and encouraging them to present research in a more engaging 
manner, they can become more adept at informing design. 
10.8 Suggestions for further research 
During the course of this investigation a number of possible research questions 
developed that for pragmatic reasons, were not tackled. These, along with a 
number of the research findings offer possible directions that future investigations 
in this area could take. These suggestions have been broken down into short-term, 
mid-term and long-term questions. The short-term questions focus largely upon 
the actual RealPeople resou rce that was developed and possible future iterations. 
The mid-term questions focus on the principles that have been developed from this 
research programme regarding tools to support designers and how these can be 
utilised to develop other tools and methods. And finally, the long-term questions 
focus more closely on the discipline related issues and pleasure related issues that 
have been discovered during this programme of research and the further research 
that may be possible in these areas. 
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10.S.1 Short-term questions and recommendations 
The development and evaluation of the RealPeople resource led to a number of 
ideas that could be implemented into future iterations of the tool, as well as a 
number of recommendations for further research. A number of these are discussed 
below: 
10.8.1.1 Broadening of the database search facility 
It became apparent during the evaluation of the resource that the search facility, 
while excellent, did not offer desig ners the level of flexibility that they desired. 
Suggestions such as searching by consumers' favourite brands or by 'style choice ' 
and a general increase in the flexibility of the search facility warrant inclusion into 
future iterations of the resource. 
10.8.1.2 Development of the 'style choice' data set 
Feedback from designers indicated that the 'style choice' data set may benefit from 
expansion to encompass a wider range of products. The data set for this 
investigation focused on chairs, mobile phones, wristwatches and fonts. However, 
it was suggested that other areas such as graphic design, materials, textures and a 
greater number of generic products could also be considered. The development of 
the 'style choice' data set must however, also be considered alongside a more 
thorough investigation into the nature of this type of data. The primary focus of 
the RealPeople resource was upon products that people gained pleasure from; 
often products that consumers had owned for a substantial period of time and had 
begun to develop a 'relationship' with. The 'style choice' data set was an attempt 
to capture the more ephemeral and fluid characteristic of the 'style' and aesthetic 
qualities that a consumer seeks from a generic sample of products. Any expansion 
of this data set must also incorporate a thorough understanding of these more 
short term and changeable consumer behaviours. 
10.8.1.3 Development of the brand choice data set 
Feedback from designers also suggested that the brand information provided in the 
database could be expanded. A number (3) of designers suggested that it would 
be valuable to compare the brands people buy to the brands that they actually 
aspire to, as well as looking at the brands that people choose in different product 
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and service sectors. The development of the 'brand choice' data set may also 
broaden the appeal of the tool to wider disciplines, such as advertising and 
marketing. 
10.B.l.4 Behavioural and aspirational data 
It was a clear desire from designers throughout study one and the evaluation of 
the RealPeople resource that they had access to behavioural and aspirational data 
about consumers. The evaluation of the resource indicated that the designers 
were happy with the data that was present and they did find the aspirational data 
in it to be valuable, however, there is clearly a need for more information of this 
nature to support designers' needs. 
1 O.B.l. 5 Interactivity and visual appeal of the resource 
The level of interactivity and the visual style of the RealPeople resource were 
largely dependent upon a design process that was driven by the type and volume 
of data that was in the resource and by the functional requirements of searching 
the database. Although the feedback from designers about the visual appeal of the 
resource was largely positive, the author believes that further iterations (and other 
resources to support designers) would benefit from a thorough exploration of 
possible graphic styles, to ensure that the data and tool have optimum appeal to 
the visual nature of designers. However, in the context of this programme of 
research, the feedback from designers indicated that the RealPeople resource was 
a successful first attempt in 'packaging' a database driven design tool in a format 
that appeals to designers. 
1 O.B.l. 6 Further assessment of quantitative data 
In study three data were collected and evaluated that revealed a broad collection 
of statistically valid trends relating to the effect of age and gender on attitudes 
towards product pleasure, as well as a number of trends that could be applied 
across the entire sample population. This investigation focused specifically upon 
the effect of age and gender, as a precursory investigation by the same 
researchers (Porter, Chhibber, et aI., 2002) had revealed a number of indicative 
trends that warranted further research. However, when considering the volume of 
data that was collected, this data set offers a suitable opportunity for further 
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investigation into the possible effect that other variables (e.g. income, ethnicity) 
could have upon attitudes towards pleasure. 
10.8.1.7 Regional and temporal issues 
It is important to view this programme of research within the context of its scale 
and scope. Much of the investigation focused upon a specific region of the UK 
(except for study three), this has obvious implications upon the applicability of the 
findings to broader regions. Further research is necessary into the effect of culture 
on attitudes towards product pleasure. Research in this field would be particularly 
welcome as designers and manufacturers often work to produce products that 
launch on a continental or global scale. Any investigation into the differences 
between cultures and the pleasures that they derive from the products that they 
own, would clearly be of value to both design and industry . . 
This programme of research also neglected the temporal qualities of pleasure to a 
degree. The main focus of study two was on the pleasure consumers derive from 
products that they own. In most cases these products had been owned for a 
substantial period of time and the consumer had developed a 'relationship' with 
them. However, literature reviewed in chapter 2 reported that pleasure is a fluid, 
changeable emotion that varies with time; a product that initially delights the 
consumer may after a short period of time begin to irritate or conversely, a product 
that initially frustrated the consumer may in time be one that elicits pleasure. 
Further research is required to understand how the pleasure that people gain from 
products changes over time. There is some research currently underway in this 
area, for example, Emo (Laurens, 2006) is an instrument to measure the emotions 
of the consumer during product use that is in the early stages of development. 
Furthermore, it could be argued that the RealPeople resource could provide a 
foundation for a historical database that tracks the pleasures a consumer gains 
from products over a longer time period. Would the same study with the same 
partiCipants in five years time show that their pleasure needs have changed? Or 
would, as literature would seem to indicate (Fournier, 1998) their underlying needs 
remain relatively consistent? 
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10.8.2 Mid-term questions and recommendations 
The mid-term questions and recommendations relate to objectives or possible areas 
of research that could build upon the RealPeople tool or utilise a number of the 
principles behind its development. 
10.8.2.1 Development of tools that utilise the driving principles of the RealPeople 
resource 
A major outcome from this investigation were a number of guidelines regarding the 
development of tools to support designers; largely drawn from study one and the 
development of the resource specification. In the mid-term, these principles 
warrant further evaluation and application to the development of other resources 
and tools. A number of the guidelines that were developed (principally the use of 
video clips and an interactive database front-end) during this research programme 
have been successfully applied to the creation of another design resource in 
collaboration with a major UK automotive manufacturer, verifying the use of the 
guidelines to develop other resources. This resource received similarly positive 
feedback from the designers that used it. 
10.8.2.2 Development of tools to support the collection and representation of data 
This investigation can be broken down into a number of rudimentary stages, two of 
which were the collection of the appropriate data and the 'packaging' of that data 
into a resource. These two stages were inextricably linked, as the data that was 
collected had implications upon the resource and the resource itself, governed to a 
certain extent, the data that were collected. However, an ideal resource would 
perhaps have been one that could cope with any form of data or one that simply 
provided the structure within which data (of all types) could be housed, searched 
and viewed. A possible direction for future research could be the development of 
such a software package. This package would allow designers and researchers to 
collect data in different forms (video footage, images, text and numerical data) and 
then provide the means by which it could be sorted, categorised and stored within 
a database, and offer the interactive front-end that would allow them to search 
that database, review data and utilise it in the manner in which the RealPeople 
resource does e.g. for presentations, as a portfolio for a project. Such a software 
package would undoubtedly be of use to designers and would allow data on any 
number of subjects to be captured and represented in an engaging and 
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inspirational manner. The real challenge however, would be in developing a 
package that was immediately usable by designers, appealed to the manner in 
which they worked and offered them the level of flexibility that they required. 
10.8.3 Long-term questions and recommendations 
A number of long-term questions and recommendations for future research 
developed from this investigation. These recommendations are seen as long-term 
as they involve much larger research activity, often grounded in the nature of the 
design or ergonomics disciplines. 
10.8.3.1 Understanding consumer pleasure 
A major objective of this research programme was to develop a greater 
understanding of consumer attitudes towards pleasure. Both the quantitative 
survey conducted in study three and the collection of 300 case studies of consumer 
pleasure in study two, have successfully drawn a number of conclusions about 
product pleasure. However, they have also shown that this is an incredibly 
complex issue and it is unquestionable that within the entire context of 'pleasure', 
this investigation has only scratched the surface of what is now a much larger 
research field than when this study commenced. One of the critical summations of 
this investigation, is that current research is predominantly focused upon the more 
tangible pleasure giving aspects of design (i.e. physio-pleasure), as eVidenced by 
the literature review of tools to support designers (chapter 3) and the results of 
study one (chapter 5). As a consequence, offering equal weighting in the mind of 
the designer to the other ways in which products can elicit pleasure became a 
major driver behind the development of the resource. The author believes that 
future research in this area needs to broaden its scope to focus upon the other 
ways in which design can elicit pleasure and disseminate this knowledge to the 
design community. A brief period of time spent browsing the RealPeople database, 
both the quantitative trends and the qualitative consumer case studies, lends 
support to the notion that the less tangible social, psychological and ideological 
needs of consumers are of equal importance as their physical needs and are 
perhaps more consistent and long-lasting. It is perhaps here that further research 
should be focused. 
10.8.3.2 Understanding designers 
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A major outcome of this programme of research were a number of conclusions and 
recommendations concerning contemporary designers' attitudes and practices in 
relation to pleasure and design and their needs for tools developed to support 
design practice. However, the strategy of study one was deliberately focused upon 
the development of the RealPeople resource and the method of investigation 
(semi-structured interview) was largely governed by practical reasons, such as the 
timescale involved. A more structured investigation could be undertaken in this 
area, focusing more closely on designers' attitudes and practices when designing 
' for pleasure'. Investigative method, such as case studies and more long- term 
evaluations of the design process, may provide a greater level of understanding of 
how designers integrate the idea of consumer pleasure into a design and what 
pragmatic decisions are made during this process as the multitude of influencing 
design factors are considered. 
10.8.3.3 Broadening the scope and skill base of ergonomics 
One of the underlying proposals of this programme of research is that ergonomics, 
with its inherent focus on the human aspects of design, is the ideal discipline to 
confer a greater understanding of pleasure (and other emotions) to designers. 
Literature reviewed in chapter 3 indicated that at present, there is still a 
communication gap between design and disciplines such as ergonomics and as a 
result, much of the support that ergonomics is able to offer is misused (Hasdogan, 
1995), or not used at all (Bruder, 2000). Much of the development of the 
RealPeople resource can be seen as an attempt to address these communication 
issues and develop a tool that supports designers' needs in a way that appeals 
them. However, future research is warranted into these communication difficulties 
and in particular, upon how ergonomics as a discipline can develop its practices 
and its output in order to better support designers. It is evident that there is an 
onus on ergonomics to broaden its scope to encompass the emotional aspects of 
peoples' interaction with products. There is also a need to address the deficiencies 
in the manner in which ergonomics information is currently presented and to 
understand what skills ergonomists are currently lacking, that may aid them in 
communicating more effectively with other disciplines. A key finding from study 
one was that designers are becoming increasingly involved in research activity. It 
is evident that the boundary between design and ergonomics is becoming ever 
more blurred; the author believes that further investigation in this area could 
eventually aid the development of more design aware ergonomists and designers 
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with a greater awareness of ergonomics practices. These individuals may be the 
best placed to liaise between design and ergonomics as their awareness would 
encompass both disciplines. 
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Apol~ndix one 
StL. dy one partic ipant details 
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Participant Gender Design history Company 
number 
~ (where ~ 
u 0 
~ E 0 applicable) 0 ., 
~ ~ ., 
'C 'C U 
~ ro ro 
~ u ~ 
Vl < "-
SAOl X M Industria l Design Degree and 
Ergonomics Masters 
SA02 X F Industrial Design Degree (2nd 
yr) 
SA03 X M Industrial Design Degree, 1 yr 
industria l placement 
SA04 X M Industrial Design Degree, 1 yr 
industria l placement 
SAOS X M Industria l Design Degree, 2nd 
yr 
SA06 X M Industria l Design Degree, 2nd 
yr 
SAO? X M Industrial Design Degree, 3,d 
yr 
SA08 X F Industrial Design Degree, 2nd 
yr 
SA~g X M Free lance Industri al designer 
and university teacher 
SA10 X F Industrial design degree, PhD 
student 
SAll X F Industrial design degree, PhD 
student 
SA12 X F Un iversity Reader in Design 
Department 
SA13 X M University Lecturer, 
background in Industrial 
Design, and web development 
SA14 X M University Lecturer, 
backg rou nd in Automotive 
Design 
POl X M Interior architecture degree, ? Lief 
years experi ence in own 
business as interior designer 
of comme rcia l interiors e. g . 
ba rs, clubs. Also sta rted 
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furniture design company. 
P02 X M Industrial Design Engineering Smallfry 
P03 X M Design process planner, Ford 
degree in manufacturing, but 
now works largely in 
marketing . 
P04 X M Automotive designers, 14 yrs Ford 
experience . 
POS X F Background in Industria l Ford 
Design, but now works as an 
Erg onomist. 7 yrs design 
experience. 
P06 X M Product Design degree, 3 yrs Design 
experience. Counci l 
P07 X M Design for Industry degree, 7 Seymour 
yrs experience as a product Powell 
designer. 
POS X M Furniture design degree, but Tangerine 
now works largely in product 
design, 12 yrs experience. 
P09 X M Design for Industry degree, Samsung 
10 yrs design experience . 
PlO X F 3D Theatre design degree, but Imagination 
worked for 22 yrs in branding 
and exhibition design. Main 
company work is events, 
marketing and 
communications. 
Pll X M Furniture design, but now Native 
mainly product design, 13 yrs 
experience 
P12 X M Industrial Desig ner Native 
P13 X M 3D Product Designer Native 
P14 X F Furniture Design degree, now Native 
product designer 
Participants in study one: SA - Student/Academic, P - Practising . 
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Appendix two 
Exemplar of design resource used in study one 
interviews 
249 
In order facilitate discussion during study one, the participants were shown an 
exemplar of the design resource . The example consisted of a 'paper' database of 
pleasurable products (classified by age and gender) and a number of survey 
findings that showed consumer attitudes towards different aspects of pleasure. 
Both the survey findings and exemplar database were the output from a previous 
investigation by the same research team (Porter, Chhibber, et aI., 2004). 
' Paper' database of pleasurable products 
The paper database consisted of an image of the product t hat the consumer chose 
as their 'most pleasurable', rudimentary details about the product such as the cost, 
how often they used it and the different reasons that it gave them pleasure. The 
Four Pleasure framework (Jordan, 1997) and functiona lity and usability, were used 
to classify each of the reasons t hat the product elicited pleasure. Each product was 
categorised by the owner's gender and age. Examples from the database are 
shown in Figures A2.1 to A2.S. 
Figure A2. 1 
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Figure A2.2 
Figure A2.3 
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Survey find ings 
The part ici pants were also show n survey results from the sa me study that showed 
different consumer attitudes towards pleasure, with a particular focu s on the effect 
of age and gender. The participants were asked to comment on the value of such 
data and to speculate as to how they would like to see it represented. Exa mples of 
the survey results that were shown to the designers are shown in Figure A2 .6 to 
A2.9. 
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Figure A2 .6 
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Figure A2.7 
Figure A2.S 
254 
Figure A2.9 
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Appendix three 
Study one: interview protocol 
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~Fc~~~~O~f project, with brief description of aims, and 
E.01 
Key 
words 
G.02 
response cards i 
sensorial 
primary design factors. 
your user?' 
'How important is timescale and the speed at which the 
integrated into the design process?' 
Focus groups, surveys, 
words timescale, sample size. 
to other as 
can 
user 
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Explain and discuss human 
paper database and data results. 
'Would you resource 
they find pleasurable useful?' 
Explain timing of use of resource, and use as inspirational tool to guide fU/ther 
research - NOT repackaging marketing information. 
Key Structure of . data, 
words 
words information, inclusive design research. 
you 
you like to access the information?' 
Key Flexibility, design. 
words 
258 
Key 
words 
N.02 
'To what extent do you see visual information such as mood/influence boards 
as being a useful output from the resource?' 
you use 
approach?' 
Completion of 
essence, user 
form. 
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Appendix four 
Study on : pre-interview pac 
260 
The practising designers that participated in study one each received a pre-
interview pack before their interview. Figure A4.1 shows the main components of 
the pack. 
Figure A4.l: Pre-i nterview pack that consisted of (clockwise from left) a folded card wallet, image cards 
with the six major points of discussion noted on the back and an A3 schematic of how the resource may 
function. 
The following pages show in more detail: 
the interview briefing that was in the pack 
the six image cards and the corresponding text for each one (Table A4.1) 
the resource schematic 
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Project overview 
Thank you for agreeing to participate in an interview about 'designing 
pleasurable products'. The overall aim of the project is to develop a design 
resource that enables designers to gain a better understanding of the emotional 
and hedonic needs of their target market, with a particular focus on user 
'pleasure'. 
The cards provided within this information pack outline the main topic areas 
that will be discussed within the interview. Feel free to annotate them with 
your initial thoughts and opinions in preparation for the interview. The first 
three cards seek to uncover your general opinions on the subject. The final 
three cards ask more speCific questions concerning what kind of 'design 
resource' you would like to interact with, and what information you would like it 
to contain. In order to help you gain a better understanding of what form the 
'design resource' may take, an A3 fold out concept has been provided that gives 
an example of how the information may be accessed by the designer. 
Thank you 
Shayal Chhibber 
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Card image Associated text on back of card 
To what extent do you consider user 
pleasure when designing? 
What methods (if any) do· you use to 
gain a more holistic understanding of 
your user? 
Would you find a design resource that 
focuses on people and the products they 
find pleasurable useful? 
What (additional) information would you 
like such a resource to contain? 
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How would you like the software/web 
based resource to function; how would 
you like to access the information? 
To what extent do you see visual 
information such as mood/influence 
boards as being a useful output from 
the resource? 
Table A4.l: Image cards and associated text. 
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Appendix five 
Study one: examples of sketch concepts by 
participants 
266 
The designers that participated in study one produced several sketch concepts of 
how the resource may function. Some examples are shown below in Figure AS.1 -
AS.lO. 
(,,-t.. ;' 
\''-'i 
'.--' [c-\,c :')~ 
" ' r-~t0'V 
Fig AS.!: Sketch work showing how different consumers may be selected by the user, also a suggestion 
of different images of the products that people talk about. 
Fig A5,2: Concept developed from Fig AS, 1, the participant suggested an interactive 'drag and drop' way 
of selecting consumers in the database. 
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< 
Fig AS.3: Example of a consumer's personal page, an image of the consumer is surrounded by links that 
lead to different data. 
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Fig A5.4: Another example of a consumer's personal page, a brief profile has links to more data through 
icons at the bottom of the profile. 
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Fig AS.S: Example of how the products could be displayed, the designer suggested using traditional 
engineering views to show the product e.g. side elevation, 3A view. 
Fig AS.6: A concept of how to search the database by one of the designers, the sketch shows the 
consumers that fit the search criteria, the user then 'drag and drops' the consumers they want to study 
further into a shopping trolley. 
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Fig AS.?: An example of an interactive mood board, the designer suggested that when the mouse 
pOinter hovers over an image, a text bubble could appear to explain the reasoning behind the image; 
this would reduce misinterpretation of the mood board by the designer. 
Fig AS.8: An example of a consumer's personal page, an image of the consumer has several links around 
them that lead to different data. 
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Fig AS.9: An example of how the user could view different consumers, the designer developed the 
concept of profiles that had tabs across the top, allowing the designer to switch to different consumers 
quickly. 
Fig AS.lO: An example of the search page developed by one designer, the use of drop down menu's and 
'radio' switches could specify different criterion. 
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Appendix six 
Focus group resentation 
In order to brief the participants before the session commenced, they were shown a 
presentation that gave them a general overview of the research programme and an 
example concept of the resource that we were developing. This would allow them 
to understand the context of the focus group and give them some insight into what 
information we were attempting to elicit during the session. 
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Designing Pleasurable Products 
Designers Needs from the Internet and 
other software applications 
Thank you for agreeing to participate in 
this focus group. 
The aim of this session is to understand 
what you, as designers, think about 
websites and software based tools, in 
terms of functionality, usability, 
aesthetics and content representation. 
In order to better understand the aim of 
this session, I am going to spend a few 
minutes explaining it in the context of 
the research project we have 
'--_______________ --' undertaken. 
Develop an interactive resource that 
allows designers to view information 
about the pleasure needs of different 
market segments 
This is our main aim, but one of our key 
objectives before we can begin to 
develop such a resource, is to speak to 
designers about their needs from tools 
and resources developed to help them. 
We have spoken to a number of 
designers, and have begun to 
understand a lot more about their 
needs, BUT, we need your help ·in 
understanding very specifically, your 
thoughts about how you interact with 
resources; a prime example being the 
L... _______________ --' Internet and other software packages . 
. 
Concept of the resource 
Example of how the resource may 
function, developed from our study with 
designers 
To put this focus group in context, it is 
important to show you the resource that 
we envisage. 
This is just ONE example of how it may 
work, but it gives you an understanding 
of what we are attempting to develop, 
so that you can begin to think about 
how you may want to interact with such 
a tool and what other web or software 
applications may be of use to us during 
development. 
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In this concept the designer loads up 
the database and can begin to browse 
the information at leisure. 
The designer inputs search criteria, 
such as age and gender. The database 
flags up which consumers within its 
population fit the search. It also shows 
the geographical location. 
The designer then selects an individual 
to browse. 
Several pieces of data are available, 
including information on the consumer's 
favourite products and their lifestyle. 
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The designer has decided to view 
information about a consumer's lifestyle. 
The information is available as text, but 
there is also a link to video data and 
other information by using the icons on 
the right. 
The designer has chosen one of the 
consumer's most pleasurable products to 
read about. 
The data is available as a text summary 
or as a video clip. 
The concept also included the idea of an 
interactive mood board. 
The idea behind this is that consumers 
create their own visual collage that 
encapsulates their lifestyle. The designer 
can then view this. 
The mood board however is interactive, 
selecting images produces a text bubble 
that explains more behind why the image 
is present; preventing misinterpretation. 
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How might the resource look and 
function if you were to design it? 
What internet or software data bases or 
tools have you used that may offer us 
some insight? 
The designer has decided to view 
information about several consumers at 
one time. 
The statistical data in this concept is 
highly interactive. 
A histogram shows the trend regarding 
the effect of a consumer characteristic on 
pleasure, but selecting a bar on the 
histogram also links to the database of 
pleasurable products; providing a link 
between the different types of data. 
That is just one example of how the 
resource may actually work. 
The aim of this session is to gain your 
insight into how the resource may 
function and to see what parallels there 
are between it and other applications. 
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Appendix seven 
Focus roup protocol 
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Focus group protocol 
Hi 
H.01 
H.02 
~~~~;~~a~n~dfo~b~j~ec~t~iv~es of the programme of 
i 
database/stand alone product). 
on 
a resource 
that they are seeking, compromise between navigation and ease 
should this be? 
Views onwebsitetresol.lrceaesthetics' ",';":,, .. ::.' .. : .•....• );J.}·.N·:hj 
'What kind of aesthetic impact does the resource have to make?' 
Examples of good and bad aesthetics, what is appropriate for the resource? Where 
is compromise between aesthetics and usability? 
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seen 
and text formats, comment on statistical data. 
between 
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Appendix eight 
Catalogue of websites & software packages 
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Websites & software packages 
The participants in the focus group suggested a number of different websites and 
software pack.ages that could be used to guide the development of the resource. A 
selection of these is shown here along with a summary of comments that were 
made by the group about each of them. 
1& 'fj i i! • ! le ¥ 4 MAtt 4 %"" 
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www.2advanced.com 
A highly animated site that 
features a highly interactive 
navigation style. This was 
suggested due to its visually 
exciting and eye-catching graphics. 
www.amazon.co.uk 
The members of the group 
suggested this site as a useful 
reference in terms of the search 
functionality and speed at which 
the user can navigate to the 
necessary information. 
www.asos.com 
A fashion clothing website that was 
suggested due to the vast quantity 
of stock that was available to 
browse at speed, good search 
functionality and good use of 
images and thumbnail pictures to 
show different products. It was 
also suggested that the simple font 
and background made the products 
stand out more. 
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www.bbc.co.uk 
A site that a number of the 
participants liked, and suggested 
as a useful starting point for 
development. The consensus was 
that information rich sites such as 
the BBC's used a simple and 
consistent navigation style to allow 
quick access to information. The 
grid layout and simple use of 
colours were also liked. 
www.channeI4.com 
Another information rich site, but 
one that used a slightly more 
expressive use of colours and fonts 
to make it appealing. The focus 
group participants again drew 
attention to the simple grid like 
navigation style and the consistent 
location of certain links. 
www.cnn.com 
A very information rich site that 
used simple graphics and a 
consistent navigation style. The 
participants suggested that this 
was probably too text based for 
their liking, but the navigation style 
and simple use of colours was 
appealing. 
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www.diesel.com 
A popular fashion label, but a site 
that frustrated the focus group. 
The appealing aesthetics and 
exciting animations were liked by 
the participants, but they found the 
navigation style inconsistent, and 
the fonts too small. 
www.guardian.co.uk 
Another information rich site that 
was liked by the participants. They 
suggested the original use of fonts, 
limited colour and bold imagery 
made this an appealing site for 
them to use. They again stated 
that this was perhaps a little 'text 
heavy' for the resource, but was a 
usefu I sta rti ng poi nt. 
www.johnlewis.com 
This site was suggested largely due 
to its use of bold imagery, a simple 
aesthetic style and careful use of 
colour. The participants also 
suggested that a large database 
would drive this site due to the 
different stock that it displayed. 
283 
I#i !.. , .j j j JJ www.joshuadavis.com 
A site that was suggested by one 
participant purely for its graphic 
design and aesthetic appeal. The 
focus group participants liked the 
use of white space and bold colour 
in places, in particular. 
An information rich site that was 
suggested by the focus group 
participants. The participants liked 
the simple and consistent 
navigation style and the high 
quality of the images. The grid 
layout was also liked by the 
pa rtici pa nts. 
www.poseidon.se 
A site that was suggested by one 
participant for its simple yet 
original use of colour and tonality. 
The bold and striking imagery was 
also liked by the participants. The 
navigation style was also 
consistent and appealing. 
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www.tagheuer.com 
A site that was suggested for its 
aesthetic appeal and simple 
navigation style. The use of high 
quality images was also liked by 
the participants. 
www.amontobin.com 
A site that was suggested by the 
participants as a possible direction 
that would not appeal to designers 
in the context of the resource. 
Despite liking the bold aesthetics 
and original navigation style, the 
participants found it frustrating to 
find relevant information; they 
suggested that quick access to 
information should drive the 
development, not purely aesthetic 
appeal. 
www.wireframe.co.za 
A graphic design firm website that 
had a mixed response from the 
participants. It was suggested for 
its original navigation style and its 
simple use of colour; however the 
graphics and animations frustrated 
a few of the participants. 
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www.bang-olufsen.com 
A site suggested by one participant 
for its use of simple colours, high 
quality imagery and limited text. 
www.dell.co.uk 
A site suggested by a participant 
for its use of simple navigation, 
and due to the depth of 
information it holds. Dell are 
virtually a purely 'online' company, 
so all customer support and the 
first port of call is their website; 
hence navigation and access to 
critical information is easy and 
quick. 
www.gettyimages.com 
A website that holds a vast library 
of images. This was suggested for 
its quick and easy search facility 
and its use of simple text and 
colour. 
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www.salomonsports.com 
Suggested by a participant for its 
simple and bold navigation style, 
and its use of high quality imagery. 
It was however noted that this site 
would hold limited information 
compared to the resource that was 
being developed. 
A software package that appealed 
to the focus group on an aesthetic 
and usability level. The 
participants suggested the 
consistent layout and the use of 
icons were particularly useful. 
Photoshop 
The Photoshop interface was also 
suggested as a useful starting 
point. The participants drew 
particular attention to the use of 
icons, and the use of .customisable 
tool panels as useful features. 
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Study two: participant briefin 
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RealPeople; a pleasure resource for designers 
Dr Sam Porter, Professor Mark Porter, Shayal Chhibber, and Lynda 
Healey 
III LOl;Ighb,orough IIfIIII Umverslty 
Do you love design? Do you own a product you just can't live without? 
We are seeking participants for research interviews concerning people's 'most 
pleasurable products'. The interview session forms part of a Government funded 
research programme (the Arts and Humanities Research Board) and is being 
conducted by a research team based in the Department of Design and Technology 
at Loughborough University. The interview also forms part of a PhD research 
project. The aim of the project is to develop a design resource that will enable 
designers to focus more clearly on the emotional needs of their target market. 
The aim of the interview session is to discuss up to three of your favourite 
products. It is desirable that the interview session takes place in your home, or at 
a location where you feel comfortable. The reason for this is that the interviews 
attempt to capture the essence of you and your views as a consumer, we feel that 
this will be best achieved at a location where you are comfortable, and where you 
can demonstrate the products you have chosen in their environment. 
The interviews will be very informal, and you are free to discontinue the interview 
at any time without giving a reason. The information that you provide will be used 
to complete a research thesis and to develop the design resource that will be 
evaluated by practicing designers. It is important to mention that the data you 
provide will be kept on record for over 6 years, as we feel there is benefit to be 
gained by cataloguing changes in consumer behaviour over time. 
The interview session is split into two stages: 
1. Questionnaire: you will be provided with a questionnaire that will give us 
more information about you, your lifestyle, and your attitudes towards the 
products that you own. 
2. Interview: you will be asked to discuss several products that you own that 
give you 'pleasure' (it is preferable that you have at least 3 products*). 
These products should be to hand so that they can be photographed and you 
can demonstrate particular features/functions that give you 'pleasure'. 
'It is important to note that by product, we mean an item that you have bought/been given 
as a gift; some artefacts that give you pleasure may not be appropriate e.g. a picture, and 
as such are not suitable for discussion in the interview. 
The interview session will last up to 45 minutes and you will be video-taped during 
it. All participants receive £15 of M&S vouchers for their time. If you wish to 
discuss the interview session any further, then please feel free to contact me using 
the details provided below. The video tapes will be retained in a locked cabinet for 
at least the duration of the resource development. Thank you in advance for your 
time. 
Shayal Chhibber 
Design Ergonom ics Research Group 
Department of Design and Technology 
Loughborough University 
Leicestershire, LEll 3TU 
Direct Line: +44 (0)1509 228313 
Mobile: 07801 569 187 
Email: 5.Chhibber@lboro.ac.uk 
For more information visit: www.realpeople.org.uk 
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Study two: i rview rompts 
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Interview prompts 
291 
Appendix eleven 
Study two: interview rotocol 
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Study two protocol 
Video camera 1 
~~ 1 
Personal microphone 1 
External light source 1 
Blank video camera tapes Min 5 
SLR/Digital camera 1 
Prompt questions 1 
Questionnaire documents 1 
Procedure 
Ai provided with project overview text 
A2 Subject asked to fill in consent form 
Subject completes lifestyle survey 
B2 Personality/Brand/Style choice 
questionnaires 
Photographing and static filming of 3 
most pleasurable products 
B3 More detail about 3 pleasurable 
products collected 
Set up interview area for main 
interview 
given brief run through of interview process 
C2 Interview about 3 most pleasurable products; researcher 1 takes notes and 
uses prompts during interview, researcher 2 responsible for filming 
Subject com 
D2 Subject briefed about possibility of future involvement, contact details taken 
if keen on fu rther involvement 
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Study two: more roduct information sheet 
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Detailed survey: product detail sheet 
I Participant no. 
I Product no. 
Product description 
I Gift I Yes 0 No 0 
I Price when first bought I £ 
I Price now I £ 
I Duration product has been owned I 
Frequency of use Everv day 
Everv other day 
Weekly 
Fortnightly 
Monthly 
Rarely 
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Appendix thirteen 
Study two: lifestyle questionnaire 
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rSubjecfNO;{ 
;,\ ;;,> ; £:,:oy;;:' , 
[Location 'f;: 
Time 
11 Loughborough 
University 
Dear Sir/Madam 
Thank you very much for agreeing to take part in this survey to assess your views on 
the products that you buy. This survey forms part of a wider body of research into the 
'pleasure' aspects of consumer products. The questionnaire focuses on you and 
attitudes to the products that you buy, in particular, what aspects of products give you 
pleasure. 
The information that you give within this questionnaire will be considered strictly 
confidential and not disclosed to any third party. It will only be used in the 
development of an information resource for designers, and to complete a research 
thesis on the subject. 
Thank you very much for your time, 
Shayal Chhibber 
Research Student 
Design Ergonomics Group 
Department of Design and Technology 
Loughborough University 
The questionnaire is laid out as in the example below, where the response to the 
question is marked as female. Please do not mark in the grey boxes, these are 
intended for use by the researchers. 
I No. I Question I Response I x 1'R.efl 
1 I Gender I Male 
I understand that any information that I give during this survey will be 
treated as strictly confidential, and only used to develop a resource for 
designers and for the completion of a research thesis. 
........................................................................ [)cat.a: 1 
Ixl.··~;:1 
104 
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Section one: about you 
The following questions will give us information about you and your lifestyle. 
I No. I Question Response I x I Ref 'I 
1 I Gender 
I 2 I Age 18-25 years 
26-35 years 
36-45 years 
46-55 years 
56-65 years 
66-75 vears 
76+ years 
I 3 I Ethnicity White (British Irish, White otherf ';, l:fi 
Black/Black British (Caribbean, ~,~, African Black other) 
Asian/Asian British (Indian, S 
Pakistani, Bangladeshi, Chinese, &~ Asian other) 
Mixed parentaqe ~4 
Other '€5~ 
...................................................... 
Would rather not say 6~€ 
4 What is your estimated total Up to £30,000 ~ 1ffl 
household income per year? Up to £60,000 J2' 
Up to £90,000 ',"3, 
UP to £120 000 fA 
Over £120,000 '.s; 
Would rather not say '62Y 
I 5 I Are you registered as disabled? Yes (proceed to Q. 6T ,1 
No (proceed to Q. 7) iL 
Would rather not say 
(proceed to Q. 7) [~ ;~ 
6 I What disability do you have? I .,,",.,""""""",'.',""""""',........................ [l,., ~,.,I 
:: ............. ::::' .......... ::::: ........... :::: .. ' ............ ::::: ........... :::: ........... ::...... :, ,t~1 
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The following questions aim to tell us a little bit more about you and your lifestyle. 
The questions are split into several sections that cover broad topic areas. Below each 
section is a space for you to write whatever you want to say about that topic area. 
Each section has a small brief that suggests things you may want to talk about; this is 
merely a guide, feel free to write whatever you want about each subject. If the topic 
area does not interest you, then feel free to move on to the next section that interests 
you. 
7. Tell me about your family 
Tell us something about your family; are you married/divorced? Do you have children? 
8. Tell me something about your profession 
Tell us something about your work, if you are retired, what have you done in the past? 
Where do you see your career being in 5 years time? What might your ideal job be? 
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9. Tell me something about your home 
Tell us something about your home e.g. Its location, size, or what style it is, or perhaps who 
else lives there, or which room you most enjoy spending time in? 
10. Tell me something about your leisure time? 
As this is such a broad topic area, it has been broken down into several sub-sections. Feel free 
to write as much as you want in any of the relevant sub-sections. 
10.1 Sport/exercise 
Are you interested in sport/exercise? Which sports do you play? Who do you play sport with, 
or how regularly? 
10.2 Reading (books/magazines) 
Are you interested in reading? Tell us something about what books/magazines you read? 
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10.3 Films/TV/music 
Are you interested in films/lV/music? Tell us about your favourite types of films/lV/music, 
or perhaps certain artists/actors who you like? 
10.4 Socialising 
How do you like to socialise? E.g. cinema, going out to eat, or for a drink? With whom do 
you socialise (family/friends/work-mates), and how often? 
10.5 Other activities 
What other activities do you do in your leisure time? For example, gardening, or a hobby? 
Tell us something about them? 
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11. Tell me something about your travels? 
Tell us something about where you have travelled to in the world, and perhaps where you 
would most like to travel to in the future? What has been your most memorable travel 
experience? 
12. Food and drink 
What are your favourite foods? What are your favourite drinks, or what do you drink most 
often? 
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Section two: pleasurable products 
This section aims to gain a better understanding of your attitudes towards the different 
attributes of products that you like. 
13. Product functionality - please select one statement from the list below that best 
represents your attitude to the functionality of the products that you like. 
A I like products that have exactly the functionality I know I will use m B I like products that have exactly the functionality I know I will use, plus some 
other functions that I am interested to explore and evaluate whether they will be 
useful 
C I like products that have more functionality than I will probably use ~3 
D I like products that have the maximum available functionality, despite the fact 14 
that I will not use many of these functions 
14. Product usability - please select one statement from the list below that best represents 
your attitude to the usability of the products that you like. 
A I like products that are simple and easy to use first time fH 
B I like products that are challenging to learn, but once learnt they are easy to use Ig, 
C I like products that are challenging to use even after I have owned them for a li~~ 
while e.g. a computer game with increasingly more challenging levels 
D I like products that have 'secrets' and hidden features that I have to discover over I,A 
time, whilst learning to use the product 
The following four questions relate to different aspects of products that may give you pleasure. 
15. Physio-pleasure - these are pleasures derived from the sensory organs, such as touch 
and smell. Please select any of the statements that you agree with. 
A The colour(s) of a product is important to me 1 
B The touch and feel of a product when I interact with it is important to me 2 
C The 'right' sound of a product in use is important to me e.g. the clunk of a car 3 
door 
D The way materials are used in a product is important to me l~'''~ 
E The shape and form of a products is important to me 1~5z1±1 
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16. Socio-pleasure - these are pleasures gained from interaction with others. In relation to 
products, this may mean ones that are a talking pOint, or ones that facilitate social interaction. 
Please select any of the statements that you agree with. 
A I like products that demonstrate I have a discerning taste to other people .,1 
B I like products that demonstrate to other people that r am successful ;'2; 
C I like products that tell other people something about me e.g. sports watch, .3 
ethnic clothing 
D I like products that are a talking point amongst my friends and/or family I'~ 
E I like products that are a talking point amongst any group of people ,5; 
F I like products that allow me to socialise e.g. picnic hamper r*~ 
G I like products that can fit into any social context e.g. a wristwatch that can suit a 1'Zl'J 
formal or casual situation 
H I like products that are understated m 
17. Psycho-pleasure - these are pleasures closely related to product usability, and is the 
feeling of satisfaction when a task is completed successfully. It also relates to psychological 
values of a product. Please select any of the statements that you agree with. 
A I like products that express an aspect of my personality ·rc 
B I like products that allow me to complete tasks easily 2 
C r like products that operate in a meaningful way to me e.g. desktop metaphor on ;3 
a computer 
D I like products that have some level of personal significance to me e.g. gift from a 1;,\ 
loved one 
18. Ideo-pleasure - this pleasure relates to the ideology that a product embodies, for 
example, being eco-friendly. Please select any of the statements that you agree with. 
A I like products that represent an ideology that I believe in e.g. eco-friendly, fair I~h 
trad(!, materialism· 
B The overall aesthetics (the overall look of a product, the combination of form, 2·' 
textures, colour, etc. that combine to form the aesthetic) of a product are 
important to me 
C I like products by a particular brand 3 
D I like products by a particular designer ~ 
I Thank you very much for your time 
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Appendix fourteen 
Study two: preliminary lifestyle questionnaire 
This questionnaire did not receive positive feedback from participants during 
piloting. They often felt unfulfilled after completing it and did not feel that it 
allowed them to truly express the different aspects of their lifestyle to the 
interviewer. The questionnaire that was used was totally re-designed and can be 
found in Appendix 13. 
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[I Loughborough 
University 
Dear Sir/Madam 
Thank you very much for agreeing to take part in this survey to assess your views on 
the products that you buy. This survey forms part ofa wider body of research into the 
'pleasure' aspects of consumer products. The questionnaire focuses on you and 
attitudes to the products that you buy, in particular, what aspects of products give you 
pleasure. 
The information that you give within this questionnaire will be considered strictly 
confidential and not disclosed to any third party. It will only be used in the 
development of an information resource for designers, and to complete a research 
thesis on the subject. 
Thank you very much for your time, 
Shayal Chhibber 
Research Student 
Loughborough University 
The questionnaire is laid out as in the example below, where the response to the 
question is marked as female. Please do not mark in the grey boxes, these are 
intended for use by the researchers. 
I No. I Question I Response I x I Ref I 
1 I Gender I Male 
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Section one: about you 
The following questions will give us information about you and your lifestyle. 
I No. I Question I Response 
1 I Gender I Male 
I 2 I Age 16-20 years 5i 1; 
21-30 years ~;2 
31-40 years li3 
41-50 years f4~. 
51-60 years ·5:,;: 
61-70 years 6~ 
71-80 years ·····7.':. 
81+ years 8 
I 4 I Marital status Single 1 
Married 2 
Living with partner 3 
Divorced 4 
Widowed ·5·. 
Yes 
No 
6 How many children do you 1 Yli'!! 
have? 2 2~ 
3+ T 
I 7 How many children live in your 1 ' 1 household? 2 .·2: 
3+ ·3. 
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8 Aside from you, who (if any) of I live alone ;1 ~ 
the following live in your home? My family 2; 
Flat/house mate(s) i 3' 
Partner 4.; 
Relative 5 
Friend ,;, 6;; 
Lodger ; 7~~ 
Other ~'~J . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
9 What is your estimated total Up_ to £30,000 ;tl: 
household income per year? Up to £60 000 :.:52 
Up_ to £90,000 '';3';3 
Up to £120 000 451 
Over £120,000 5 :: 
Would rather not say ::6.: 
Your home 
10 What is the location of your Rural I;tf 
home? Urban tit:. 
Suburban 1·3: 
Other 4 
.. " ...............................................• lif;"·· 
111 What type of home do you live Apartment/flat 1~§ in? Bungalow ;,,2 
Semi-detached 1'.3' 
Detached 4;" 
Other 1;5; 
.... 
...................................................... • 
12 How many bedrooms does your 1 '.'1"', 
house have? 2 2 
3 3'~ 
4+ ;:4'1: 
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Leisure 
13 Please select any of the leisure Sport/exercising (qo to O. 14) 1"1' 
activities listed that you enjoy Films/1V/music (go to 0.16) 2~ 
doing? Gardening/DIY (qO to O. 24) 13"4' 
Then fill in each relevant Cooking (qO to O. 26) 1~4' 
section below for the leisure Socialising (qO to 0.28) ·5 
activities you have chosen. Reading (qo to 0.32) 1.6~ 
Hobbies e.g. model making (go to 1(7 
0.37) . I.i~ 
Other, please specify (go to Q.41) 1"2 .. , ................................................... 
Sport/exercising 
14 Which sports/exercises do you 1 1 
most commonly participate in ..................................................... I'~~ (3 maxj? 
2 !j~~ 
..................................................... 3 [3f 
...................................................... 
15 How frequently do you Every day >.1<. 
participate in any of the Every few days : 2~~ 
sports/exercises you listed in Weekly 3" 
Q.l7? Fortnightly 4 
Monthly ,·5·· 
Occasionally 6 
Films/TV/music 
Films 
16 How frequently do you watch Every day ~L .. 
films? Every few days /~ Weekly 
Fortnightly 74~ 
Monthly ·.·.5· 
Occasionally 6 
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17 Where (what format) do you 
most commonly watch films? 
Select most common one 
18 Which type films you 
most enjoy watching? Select 
favourite one 
19 Please list up to three of your 
favourite films? 
TV 
20 How many hours of TV would 
you estimate you watch in a 
week? 
Please list up to three of your 
favourite TV ro rammes? 
At the cinema 
At home on rented videotape/DVD 
At home, down loaded from the 
internet 
At home on satellite television 
At home, on terrestrial television 
other 
1 
2 
3 
Up to 5 hours 
Up to 10 hours 
Up to 15 hours 
Up to 20 hours 
Uflto 25 hours 
Over 25 hours 
1 
2 
3 
"1H7~ 
2~c 
1 3 
" 4; 
5~ 
13 
11' 
!' 2 
3<. 
4~ 
5": "\, 
6 
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I 
Music 
22 How many hours of music 
would you estimate you listen 
to in a week? 
23 I Please list up to three of your 
favourite bands/artists? 
Gardening/DIY 
24 How many hours gardening or 
doing DIY would you estimate 
you do in a week? 
25 Approximately how much 
money do you spend on 
gardening/DIY in a month? 
Cooking 
25 How many hours cooking 
would you estimate you do in a 
week? 
27 Approximately how 
money do you spend on 
in a month? 
1 
..................................................... 
2 
..................................................... 
3 
...................................................... 
Up to 3 hours 
Up to 5 hours 
Up to 9 hours 
Up to 12 hours 
Up to 15 hours 
Over 15 hours 
Up to £50 
Up to £100 
Up to £150 
Up to £200 
Up to £250 
Over £250 
Up to 3 hours 
Up to 5 hours 
Up to 9 hours 
Up to 12 hours 
Up to 15 hours 
Over 15 hours 
..• ~ ~, 
;~ 
+b' < 
<1 
2 
"3 
14 
5· 
5;, 
1.: 
2 
38711 
4! 
5: 
. 5; 
1···· 
2 
,.3 
·4 
is 
6> 
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Socialising 
28 Who do you most frequently Family ,:;1 ;1 
socialise with? (select most Friends 2~ 
frequent one) Work colleagues ,,;3, 
Both 1;4A!; 
Other Il\Ell .................................................... 
29 What size group do you most Small group (up to 4 people) ,fHt 
frequently socialise with? Large group (5 or more people) 1"'2;; 
(select most frequent one) It varies i 34 
Other 
1>';0r .................................................... 
30 How frequently do you More than once a week 11 
socialise? (select most frequent Weekly 2 it; 
one) Fortnightly 3< 
Monthly 1;.4 
Occasionally 5:§i! 
31 Where do you most frequently At home "ft' 
socialise? (select most frequent At a friends home 2~ 
one) Pubs/bars/clubs :;3' 
'Restaurants f4<, 
Other i:Y{ 
.................................................... 
Reading 
32 What do you most commonly Books (00 to O. 33) .d<' 
read? (select most common Newspapers (go to Q. 34) 2, 
one) Maoazines (00 to O. 35) 3',1 
Other 1( 
.................... " .............................• 
33 What type of books do you Fiction (science/horror) , 1:) 
most commonly read? (select Factual 2[' 
most common one) Biographies 3(' 
Other 4 
"""" ;' 
..................... , .. '.' ........................• 
34 What newspaper do you most 1 
commonly read? (specify ..................................................... .. 
paper) 
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35 What magazine do you most 1;1~ commonly read? (specify ............. , ....................................... I maqazine) 
36 How many hours reading would UP to 3 hours 1 
you estimate you do in a week? Up to 6 hours 2, 
Up to 9 hours I, 3~ 
Up to 12 hours '4" 
Up to 15 hours 5 
Over 15 hours 6~~ 
Hobbies 
37 Please list up to three of your 1 (go to. Q.38) \1¥ 
favourite hobbies? ..................................................... 
2 (go to Q.39) 21 
..................................................... 
3 (go to Q.40) 3
i ...................................................... 
" 
38 How frequently do you do Everv day . 1 
hobby number 1? Everv few days 2.~ 
Weekly 3t~ 
Fortniqhtly 4" 
Monthly ,'5' 
Occasionally if6~ 
I 39 How frequently do you do Every day 1 hobby number 2? Every few days '. 2+ 
Weekly 3;:i, 
Fortnightly '4 
Monthly 5 
Occasionally 6,\ 
I 40 I How frequently do you do Everv day 1'.' . 
hobby number 3? Everv few days 2 
Weekly 5;" 
Fortnightly :4s:.; 
Monthly 5 
Occasionally 6'" //
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Other leisure activity 
41 How frequently do you Every day~ t> 
participate in the 'other' activity Eve ry few days 2~ 
you mentioned? Weekly 3:,: 
Fortniqhtly 4 
Monthly I: 5 
Occasionally I: 6 
Lifestyle 
Travel 
42 Which of these places have you Europe n 
been to? Africa 2"': 
Asia 3: 
Australasia 4 
North America 5 
South America 6:; 
Other ?7, 
..................................................... 
I 43 'I Which of these places would Europe :,' llt' 
you like to go? Africa, ;; ~!{ 
Asia :3~, 
Australasia 4; 
North America 5, 
South America 6 
Other 7~ 
, 
...... , .............................................. 
44 What has been your favourite W~ specific destination that you ..................................................... 
have visited? 
45 How frequently do you travel Once a year Iq~; 
abroad? Twice a year I; 2'. 
Three times a year :3~ 
Four times or more a year 4: 
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Transport 
46 
. 
Which of the following modes 
of transport do you most 
regularly use? (tick most 
frequently used) 
Do you own/have access to, a 
car? 
1481 What car is it? 
49 If you could have any car in the 
world, regardless of cost, what 
would it be? 
Clothing 
50 Where do you most frequently 
buy clothes from? (chose most 
frequent one) 
51 Approximately how much 
money do you spend on 
clothing in a month? 
52 Please list three of your 
favourite fashion 
brands/designers/shops? 
Walk l~ 
Bicycle 2 
Car 3.;:. 
Bus I· 4'" 
Coach 5, 
Train 1.6'f?) 
Other I.~~J ..................................................... 
1 ..................................................... 1 l\\~ 
r' 
..................................................... 
... ··2 
Markets f 1 .• , 
RE!gular high street stores e.g. Next 2~ 
Department stores e.g. Debenhams '.3 
Designer outlets e.g. Diesel '4~ 
Other 005 
...................................................... 
,.~o 
Upto £50 1i 
Up to £100 I 2 
Up to £150 3;;· 
Up to £200 4 
Up to £250 5Al 
Over £250 6 
1 IJ:;J .............................................. , ...... 
2 :S2 . 
., ........ , .......................................... 
-~ 
3 L\ ...................................................... 
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Food 
53 Where do you most regularly Eat out V: 
eat? (chose most frequent Cook for myself at home 23 .. 
one) Get a takeaway 3 
Other 1'4} 
............ , ......................................... 
54 What is your most favourite Traditional English cuisine '1':1 
style of food? (chose favourite European cuisine ;2f 
one) Oriental cuisine 3%lj 
Asian cuisine 4' <" 
Other .,?~~ 
..................................................... 
Drink 
55 Which one non-alcoholic drink Water H ... 
do you most regularly drink? Carbonated drink e.g. Pepsi 2.' 
Concentrate e.q. Ribena 3' 
Natural fruit drink e.g. oranQe juice 4 
Tea/coffee/hot chocolate 5, 
Other 6': 
.................................................... I "c: 
56 Please list up to three of your 1 I}Y~ favourite non-alcoholic drink ..................................................... 
brands? 2 1"2~ 
..................................................... 
3 .3~ 
.... , ................................................. 
67 Which one alcoholic drink do I don't drink alcohol (go to end) 1 
you most regularly drink? Bitter/stout I. 2'~ 
Lager 3 
Cider :' 4/4i 
Spirits .. 5' 
Wine . 6,,'. 
Alcopops 7'~ 
Other 8~~ 
..................................................... k 
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58 Please list up to three of your 1 fc,trj favourite alcoholic drink ..................................................... 
brands? 2 
I .• ·~r 
..................................................... 
3 \ ...................................................... I···· 
59 Which one place do you At home 1 
regularly drink alcohol in? Pubs 2, 
Clubs 'T, 
Bars 4 
Restaurants 5,~ 
Other !i6~'. 
................................................... 
Section two: pleasurable products 
This section aims to gain a better understanding of your attitudes towards the differen 
attributes of products that you like. 
60. Product functionality - please select one statement from the list below that 
best represents your attitude to the functionality of the products that you like. 
A I like products that have exactly the functionality I know I will use li1'ii 
B I like products that have exactly the functionality I know I will use, plus 2. 
some other functions that I am interested to explore and evaluate 
whether they will be useful 
C I like products that have more functionality than I will probably use '3l 
D I like products that have the maximum available functionality, despite the 4 
fact that I will not use many of these functions 
61. Product usability - please select one statement from the list below that best 
represents your attitude to the usability of the products that you like. 
A I like products that are simple and easy to use first time r 
B I like products that are challenging to learn, but once learnt they are easy 2. 
to use 
C I like products that are challenging to use even after I have owned them 13 
for a while e.g. a computer game with increasingly more challenging 
levels 
D I like products that have 'secrets' and hidden features that I have to 14 
discover over time, whilst learning to use the product 
The following four questions relate to different aspects of products that may give you 
pleasure. 
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62. Physio-pleasure - these are pleasures derived from the sensory organs, such as 
touch and smell. Please select any of the statements that you agree with. 
A The colour(s) of a product is important to me '1 
B The touch and feel of a product when I interact with it is important to me 2' 
C The 'right' sound of a product in use is important to me e.g. the clunk of a 3' 
." 
car door 
D The way materials are used in a product is important to me IAft 
E The shape and form of a products is important to me IS 
63. Socio-pleasure - these are pleasures gained from interaction with others. In 
relation to products, this may mean ones that are a talking point, or ones that facilitate 
social interaction. Please select any of the statements that you agree with. 
A I like products that demonstrate I have a discerning taste to other people ,1' 
B I like products that demonstrate to other people that I am successful 2r' 
C I like products that tell other people something about me e.g. sports 3 
watch, ethnic clothing 
D I like jlroducts that are a talking point amongst my friends and/or family 4 
E I like products that are a talking point amongst any group of people 5' 
F I likeproducts that allow me to socialise e.o. Qicnic hamper 6, 
G I like products that can fit into any social context e.g. a wristwatch that 7: 
can suit a formal or casual situation 
H I like products that are understated I if' +, 
64. Psycho-pleasure - these are pleasures closely related to product usability, and is 
the feeling of satisfaction when a task is completed successfully. It also relates to 
psychological values of a product. Please select any of the statements that you 
agree with. 
A I like products that express an aspect of my personality 1:, 
B I like products that allow me to complete tasks easily 2 
C I like products that operate in a meaningful way to me e.g. desktop 3 
metaphor on a computer 
D I like products that have some level of personal significance to me e.g. gift I't 
from a loved one 
65. Ideo-pleasure - this pleasure relates to the ideology that a product embodies, for 
example, being eco-friendly. Please select any of the statements that you agree 
with. 
A I like products that represent an ideology that I believe in e.g. eco- Jl\ 
friendly, fair trade, materialism 
B The overall aesthetics (the overall look of a product, the combination of j 2' 
form, textures, colour, etc. that combine to form the aesthetic) of a 
product are important to me 
C I likeproducts by a particular brand J 3 
D I like products by a particular designer 14 
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Appendix fifteen 
Study two: 'styl choi I devel pment 
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Style choice focus group 
Al6.l Introduction 
During the development of the data collection strategy for study two, it became 
apparent that there was also a need to understand the more short term, impulsive 
attitudes of consumers concerning their aesthetic sensibilities. The style choice 
data set is an attempt to capture this more changeable information, providing 
insight into the 'style' of product that a consumer gains pleasure from and the 
qualities they may use to assess products before purchase. 
In order to assess the consumer's 'style choice' each participant in the interviews 
conducted in study two was presented with images of four different generic product 
types; mobile phones, wristwatches, chai rs and fonts. Under each product choice 
was a selection of five different types of that product i.e. five different chairs, five 
different mobile phones etc. These five different types of product were intended to 
portray the full breadth of style for that product type i.e. five mobile phones that 
show the full range of phones available on the market at that time (Figure A1G.l). 
Each consumer was asked to select their favourite of each product type and provide 
a rationale for that choice. This essentially provides the designer with a snap-shot 
of the style that a consumer seeks from a number of generic products. The style 
choice questionnaire was developed through an extensive focus group with a 
number of designers and is described in this Appendix. 
320 
------- --
/'/1"\ I rtf1 
f 
.l\j!,\Ql !JH£1Jf gl/i ild ABC DEF ghi jkl 
ABC DEF ghi j/<'l 
ABC DEF ghi jkl 
Figure A16.l: The style choice products; consumers were asked to select their favourite from each of the 
different rows of product types i.e. which chair from the top row, which mobife phone from the second 
row, and so on. The final two rows show the different male and female options for wristwatches. 
A16.2 Aim 
To develop a questionnaire that captures the style and aesthetic sensibilities of 
consumers. 
A16.3 Method 
Informal discussion amongst the research team concluded that a simple manner of 
capturing this type of information was to assess consumers' style and aesthetic 
sensibilities concerning a number of everyday objects which people would be 
familiar with. It was decided that presenting subjects with a number of similar 
products (but with differing aesthetic and functional characteristics) and asking 
them to explain which ones they liked the most, would be a suitable way of eliciting 
such information. Informal discussion within the research team deCided upon the 
four generic product types; mobile phones, fonts, wristwatches and chairs, as these 
represented 'products' that the vast majority of the general public would be familiar 
with, It was also felt that these offered an interesting mixture of products for the 
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particpants to consider, as well as an interesting and thought provoking range of 
products for a designer to review. 
The focus group had five participants (2 male, 3 female), four from an industrial 
design background and one from a graphic/web design background. At the start of 
the focus group the participants were briefed about the nature of the research 
project and the purpose of the focus group. Following this briefing, each participant 
was provided with four A3 sheets, each with 40 examples of each of the product 
field on (Figures A16.2 to A16.5). These were presented in greyscale to negate any 
effect of colour on the participants' decisions. The primary objective of the focus 
group was to assess each of the different product groups and from each sample of 
40 products, reduce the sample to 5, but still maintain a selection that they felt 
represented the full diversity of that product field. 
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Figure A16.3: Style choice mobile phones 
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A16.3.1 First selection exercise 
During the first exercise the participants were asked to spend 20-25 minutes 
studying each product field and to select 5 from the range of 40 that they felt best 
represented the full range of products in that field i.e. which 5 mobile phones best 
reflected the entire 40. They were also asked to select one or two 'reserves' that 
they felt may warrant inclusion in the 5 that they selected. These were then stuck 
onto a separate piece of paper and the participants were encouraged to annotate 
and explain their decision making behind their selection. This exercise was 
conducted in silence with no interaction amongst the group. 
Following this, the participants were asked to display their ranges of 5 products for 
each product field to the rest of the group and to explain the rationale behind each 
of their selections. During this, another A3 sheet of the product fields was cut up 
and from this each of the products that had been chosen by each participant was 
separated to create a pool of 10-15 products within each field. These were then 
placed on a new sheet of paper. 
A16.3.2 Second selection exercise 
Having already reduced the size of each product field to approximately 10-15 
products, the group were then asked to work collaboratively to further reduce each 
field down to 5 products that still represented that product field. They were also 
asked to develop and explain their rationale for each of the groups that they 
created. 
Through this process, the group were able to reduce the four product fields of 40 
down to 5 products that they felt still represented the breadth of each market. 
A16.4 Results and Discussion 
A16.4.1 First selection exercise 
The first exercise was carried out by each participant without any interaction with 
the rest of the group. It was interesting to note the different ways in which they 
set about attempting to select their 5 products from the field of 40 that lay in front 
of them. All of the participants took a systematic approach to selection, but in 
different ways. Two of the participants immediately set about cutting up each 
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sheet of 40 products and arranging them into groups that they felt were similar. 
Two other participants took a more cautious approach, listing and annotating 
different design features and criterion, then systematically attempting to classify 
each of the 40 products into one of several groups. One participant took an 
approach that was a mixture of these two, constructing a matrix in which he then 
placed selected products, essentially attempting to select products that represented 
the extremes of each product field .. This subject, in most cases did not select 5 
products for e~ch of the 4 product types, but ended up with 3-4 that he felt 
reflected the product field. It was felt that at this stage of the focus group this was 
acceptable, as while the selection of 5 products was the desired output, the 
development of a strategy for selection was also valuable; so this was not 
corrected. 
- Chairs 
The approaches taken by the participants to reduce the sample of 40 chairs down 
to 5 differed. One participant created a matrix and utilised the physical designed 
properties of the chairs to segregate them. The axes were 'old/traditional 
materials' to 'new/modern materials' and 'ergonomics' to 'design aesthetics'. 
Another participant focused on the possible uses of the chairs and used keywords 
such as 'practical', 'everyday', 'dining' and 'work' to form distinctions between them 
and to filter the sample down to 5. Three of the participants however selected their 
5 chairs by looking at the image that the chair projects. They used keywords such 
as 'iconic', 'retro', 'fun' and 'corporate' to classify the chairs and make their final 
selections. In total, the group ended up with 18 chairs from the original sample of 
40. 
- Mobile phones 
The ways in which the participants selected 5 mobile phones varied. Two of the 
participants classified the mobile phones by the semantic image they projected, 
using keywords such as 'modern', 'futuristic', 'female', and 'male'. Two other 
participants used a similar method, but focused more on the lifestyle that the 
potential user may want to project. Keywords such as 'business', 'fashion', 'fun 
loving' and 'status' were used to separate the mobile phones. One participant took 
a more objective view, classifying the mobile phones by actual physical designed 
properties within a matrix. The axes were 'ergonomics', 'form' and 'features'. 
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There were several overlaps in the choice of mobile phones in the group. When 
pooled together there were 13 different mobile phones that had been chosen during 
the first exercise . 
• Fonts 
The participants also took a varied approach to selecting 5 fonts from the sample of 
40. Two of the participants divided the fonts by the semantic image they 
portrayed, using keywords such as 'scientific', 'playful', romantic' and 'old' to 
segregate the styles. Two focused more closely on the actual properties of the 
fonts, dividing them using keywords such as 'modern', 'machine', 'handwritten' and 
'traditional'. One participant used the mode of use of the font as a way of 
segregating them. They used keywords such as 'everyday', 'special occasion' and 
'functional' to divide the fonts and filter down to a final selection of 5. In all, the 
group ended up with 12 fonts . 
• Wristwatches 
The criteria for the selection of wristwatches by the group showed a much greater 
consistency. Four of the participants focused on the mode of use of the watch, but 
also integrated the image that it may portray. They claSSified the watches and 
reduced their sample down to 5 by uSing keywords such as, 'fashion', 'formal', 
'designerly', 'sporty', 'gizmo' and 'traditional', The participants often differentiated 
between what they felt was a masculine watch and a feminine one; this issue was 
discussed further during the second exercise. One participant again used a matrix 
to define different attributes of the watches and then placed his selection in it. The 
axes were 'ergonomics' to 'features' and 'traditional' to 'novelty'. In total, the 
group ended up with 16 watches from the original 40. 
A16.4.2 Second selection exercise 
After completing the first exercise, the participants were asked to display their 
selections and to explain to the rest of the group the rationale behind their 
decisions. While this was being done, each of the products from each field that had 
been chosen by the partiCipants was cut out from a master copy and arranged on a 
separate A3 sheet to form a new pool of products. The partiCipants then began the 
second exercise; working as a group to reduce each new pool of several products to 
5 for each product field. 
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- Chairs 
The group employed a strategy of classifying the chairs by the image that they 
projected. In addition to this there was a consideration of the function the chair 
would play. The final 5 chairs that the group selected are shown in Table A16.l, 
along with a rationale for their selection. 
I /l\ 
1 
- Mobile phones 
Sculptural 
The group chose this chair as they wanted to represent an 
extreme design that was perceived as sculptural, almost as 
a piece of art, rather than a chair. 
Functional 
The group selected this chair as they wanted to include a 
design that represented the basic functionality of a chair 
and had a very simple aesthetic. 
Iconic 
This chair was selected as the group felt that it represented 
an iconic design. 
Home/ realistic 
This chair was selected by the group as it represented a 
more practical chair. Unlike the iconic chair. which was 
perceived as being a statement of taste as much as it was 
a chair, this one was chosen as it represented a more 
understated choice. 
Power/corporate 
This chair was selected by the group as they felt it stood 
out as a chair that reflected a more powerful, corporate 
image. 
Table A16.1: FinalS chair choices and rationale. 
The group concluded that they could separate the phones predominantly by the 
image they projected and to an extent their level of functionality. From this they 
then decided to choose the phones that were most extreme in anyone attribute, as' 
it was felt that by choosing the extremes within that group they would still 
encompass the ones that were not so extreme. The 5 final mobile phones that 
were chosen and a rationale for their choice are shown in Table A16.2. 
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- Fonts 
The business phone 
The group selected this phone as it projected a professional, 
business like quality. 
The basic phone 
The group decided that the range needed to have a simple 
and basic phone that effectively did not portray any 
personality/image and was in the range as it represented the 
basic functionality of a mobile phone. 
The social status phone 
The group struggled to define exactly why this phone was 
chosen, but they felt that it best fitted with the idea of what 
they termed a 'social status' phone. They perceived this to 
be a phone that had a certain level of functionality and one 
that appealed to the younger more image conscious person. 
Extreme statement phone 
The group selected this phone as it represented to them the 
extreme user. They felt that its unique styling and the fact 
that it is as much a fashion statement as it is a phone would 
make it appeal to the more extreme and image conscious 
consumer. 
The hi-tech phone 
The group selected this final phone as it represented to them 
the extreme of technology in the mobile phone market and is 
essentially the opposite end of the spectrum to the basic 
phone that they had chosen. 
Table A16,2: FinalS mobile phone choices and rationale. 
The rationale for the selection of the 5 fonts was similar to that used for the 
separation of the mobile phones, with the perceived image of the font being the 
main differentiating strategy. The technical attributes of the fonts were also 
considered as the group aimed to find polar oPPosites that they could base 
selection on. The final 5 fonts and the rationale behind their selection are shown in 
Table A16.3. 
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AillQJ 
ABC DEF ghi jkl 
ABC DEF ghi jkl 
ABC DEF ghi jkl 
- Wristwatches 
Historical 
The group selected this font as it was 
perceived as being old, projecting an 
image of history. 
Romantic 
The group felt that this font 
projected a romantic image and 
would also be used for special 
occasions/events. 
Traditional/standard 
The group wanted to have a 
standard font that represented one 
that may be used from day to day. 
They felt that this font best reflected 
that quality. 
Young and fun 
To polarise the historical/old font, 
the group wanted a much younger 
more 'fu n' font. They chose this as 
the one that best reflected this 
image. 
Techie 
The group also wanted a font that 
seemed hi-tech. They felt that this 
best represented that image. 
Table A16.3: FinalS font choices and rationale. 
The group again used the semantic image of the watch and the functionality as the 
main differentiators. However they suggested that gender had a major role to play 
regarding watches. They found that although they often used the same criteria to 
differentiate the watches e.g. functionality, they often chose the watch that related 
most closely to their gender i.e. a sporty female watch was chosen by the female 
participants, while a sporty male watch was chosen by the males. It was decided 
that two different groups would be created for wristwatches; although the 5 main 
descriptors would be the same, both a male and a female sample would be 
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developed (see Figure A16.1). The final selection by the group is shown in Table 
A16.4. 
:"",,=,:. 
~, 
,:~'f 
;,<'\ 
'~J 
~ 
~ :;:; 
~~~ 
A16.5 Conclusion 
Active/sport lifestyle 
The group decided that this watch reflected an active and 
sporty lifestyle. 
Standard/functional 
The group wanted a watch that would communicate 
simplicity and functionality, this simple analogue watch was 
chosen. 
Fashion statement 
The sample wanted to have a watch in the selection that was 
represented a fashion statement. 
Gadget/techie 
The group wanted a watch within the sample that was highly 
functional and had as much technology as possible; this 
watch was the most suitable. 
Formal/dress 
Despite already selecting a simple watch, the sample also 
wanted to portray elegance and formality; they felt that this 
watch was most suitable. 
Table A16.4: Final 5 wristwatch choices and rationale. 
The aim of the focus group was to develop a 'style choice' questionnaire that would 
capture information regarding peoples' aesthetic and style sensibilities. Informal 
development by the research team decided upon a visual questionnaire that 
illustrated to consumers a number of different examples of a product, from which 
they could choose their most preferred. It was decided that chairs, mobile phones, 
fonts and watches, offered an interesting selection of products for both the 
consumer and the designers who would use this data. The main task of the focus 
group was to create the samples for each product type that would form the 
questionnaire. A selection of 40 products (for each type) was reduced down to a 
sample of 5, using two different exercises. The final samples that were used in the 
questionnaire are shown in Figure A16.1. 
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Personality test 
Subject No. ___ _ 
Please rate yourself on the following 25 scales, 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Eager 
Prefer being with others 
A dreamer 
Courteous 
Neat 
Cautious 
Optimistic 
Theoretical 
Generous 
Decisive 
Discouraged 
Exhibitionist 
Follow imagination 
Warm 
Stay focused 
Easily embarrassed 
Outgoing 
Seek novelty 
Team player 
A preference for order 
Distractible 
Conversational 
Comfortable with ambiguity 
Trusting 
On time 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 3 
5 4 . 3 
5 4 3 
2 1 Calm 
2 1 Prefer being alone 
2 1 No-nonsense 
2 1 Abrupt 
2 1 Messy 
2 1 Confident 
2 1 Pessimistic 
2 1 Practical 
2 1 Selfish 
2 1 Open-ended 
2 1 Upbeat 
2 1 Private 
2 1 Follow authority 
2 1 Cold 
2 1 Easily distracted 
2 1 Don't give a da'mn 
2 1 Cool 
2 1 Seek routine 
2 1 Independent 
2 1 Comfortable with chaos 
2 1 Unflappable 
2 1 Thoughtful I 
2 1 Prefer things clear-cut 
2 1 Sceptical 
2 1 Procrastinate 
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The personality test rates individuals along five different scales; openness, 
conscientiousness, extroversion, agreeableness and negative emotionality. Given 
the example below: 
---~---~------
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Eager 
Prefer being with others 
A dreamer 
Courteous 
Neat 
Cautious 
Optimistic 
Theoretical 
Generous 
Decisive 
Discouraged 
Exhibitionist 
Follow imagination 
Warm 
Stay focused 
Easily embarrassed 
Outgoing 
Seek novelty 
Team player 
A preference for order 
Distractible ~ 
Conversational 
Comfortable with ambiguity 
Trusting 
On time 
~ 4 3 2 1 
0 4 3 2 1 
5 4(y 2 1 
5 ('0 3 2 1 
5 4(y 2 1 
5 4 3 2(D 
5 (4) 3 2 1 
5 4 3(2) 1 
3 4 3 2 1 
5 (41 3 2 1 
5 4 3 z(y 
5 4 3 (2) 1 
5 ('0 3 2 1 
~ 4 3 Z 1 
5(4) 3 2 1 
5 4 3 (2) 1 
5 4 3 2 (1 
5 4 3 (2) 1 
~) 4 3 2 1 
5(V 3 2 1 
5 4 3 2 (1 
~ 4 3 2 1 
5 4 3 (2) 1 
~ 4 3 2 1 
5 4 (~ Z 1 
Calm 
Prefer being alone 
No-nonsense 
Abrupt 
Messy 
Confident 
Pessimistic 
Practical 
Selfish 
Open-ended 
Upbeat 
Private 
Follow authority 
Cold 
Easily distracted 
Don't give a damn 
Cool 
Seek routine 
Independent 
Comfortable with chaos 
Unflappable 
Thoughtful 
Prefer things clear-cut 
Sceptical 
Procrastinate 
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The total score is calculated by adding the scores in the following combinations: 
Q [1+6+11+16+21] = score for negative emotionality 
Q [2+7+12+17+22] = score for extroversion 
Q [3+8+13+18+23] = score for openness 
Q [4+9+14+19+24] = score for agreeableness 
Q [5+10+15+20+25] = score for conscientiousness 
So using the example, this gives: 
[5+1+1+2+1] = 10 (negative emotionality) 
[5+4+2+ 1 +5] = 17 (extroversion) 
[3+2+4+2+2] = 13 (openness) 
[4+5+5+5+5] = 24 (agreeableness) 
[3+4+4+4+3] = 18 (conscientiousness) 
These scores can then be translated into a text description of that persons' 
personality using the grid below: 
Low Openn en 
Preserve r Moderator Explorer 
High Openness 
Practical, conservative, ] Curious, liberal, impractical, 10 15 20 
efficient, expert likes novelty 
Low Conscientiousness High Conscientiousness 
Spontaneous, fun-loving, flexible Balanced Focus ed Dependable, organised, 
experimental, unorganised 10 15 020 disciplined, caufious, 
stubborn 
Low Extroversion 
Introvert Ambient Extrovert 
High Extroversion 
Private, independent, works J Assertive, sociable, warm, 10 15 20 
alone, reserved optimistic 
Low Agreeableness 
Challenger Nego1iator Adapter High Agreeableness 
Sceptical, tough, 
10 15 20 [~:usting, humble, altruistic, 
aggressive, self-interested eam player 
Low Negative Emotionality 
Resilient Responsive Reactive 
High Negafive Emotionality 
Secure, vnflappable, IQ] 15 20 Exciiab\e, worlYing, 
vnresponsive, gvilt-free reactive, alert 
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This gives the final personality profile of: 
Moderately practical, conservative, efficient and expert. Dependable, organised, 
disciplined, cautious and stubborn. Moderately assertive, sociable, warm and 
optimistic. Trusting, humble, altruistic and a team player. Secure, unflappable, 
unresponsive and guilt-free. 
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ETHICAL ADVISORY COMMITIEE I. Loughborough 
., University 
RESEARCH PROPOSAL FOR HUMAN BIOLOGICAL OR 
PSYCHOLOGICAL AND SOCIOLOGICAL INVESTIGATIONS 
This application should be completed after reading the University Code of 
Practice (found at http://www.lboro.ac.ukladminlcommittees/ethicallone.html) 
paying particular attention to the advice given in Section 6 for Human Biological 
Investigations and Section 7 for Psychological and Sociological Investigations. 
1. Project Title 
Towards an understanding of pleasure in product design 
2. Brief lay summary of the proposal for the benefit of non-expert members of 
the Committee 
The proposed study forms part of a wider programme of research into the pleasure aspects of 
consumer products. An objective of the research programme is the development of tools and 
resources that will better enable designers to understand the emotional and 'pleasure' needs of 
their target market. 
The proposal involves a serics of interview sessions with approximately 100 subjects in which they 
discuss their favourite products and explain why the products have are their most loved possessions. In 
addition to this, the participants will be asked to provide details concerning their lifestyle (e.g. leisure 
activities, favourite brands) to help designers better understand them as a person and as a consumer. The 
resultant data will be developed into a database that can be accessed by designers. The information is 
intended to better illustrate the 'pleasure' needs of different market segments and types of consumer. 
3. Details of responsible investigator (supervisor in case of student projects) 
Title Or Surname Porter Forename C Samantha 
Department Design and Technology 
Email address c.s.porter@lboro.ac.uk 
Personal experience of proposed proccdurcs and/or methodologies. 
Experienced researcher in Ergonomics and Design 
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4. Names, experience, department and email addresses of additional 
investigators 
Shayal Chhibber Lynda Healey 
Research Student (final year PhD) Research Associate 
Design and Technology Design and Technology 
The Bridgeman Centre The Bridgeman Centre 
Loughborough University Loughborough University 
LEll 3TU LEll 3TU 
s.chhibber@lboro.ac.uk l.healey@lboro.ac.uk 
5. Proposed start and finish date and duration of proje~t 
Start date Scptembcr 2004 
6. Location(s) of project 
!,inish date End November 
2004 
Duration 3 months 
Interview sessions will be conducted at participants homes with prior consent. The participants will 
initially be drawn from Loughborough, but the sampling method (outlined in a later section) will lead to a 
sample taken predominantly from the Midlands. 
7. Reasons for undertaking the study (eg contract, student research) 
The study forms part of a 3 year PhD research project being conducted into the pleasure 
aspects of consumer products. The research project is supported by a 2 year AHRB (Arts and 
Humanities Research Board) grant that employs one full time research associate (Departmental 
grant reference number CDJJ1). 
The proposal forms part of a wider body of research into developing a database that designers 
can use to better understand the emotional needs of different consumer groups. The data that 
the participants provide will form the content of this database. 
8. Do any of the investigators stand to gain from a particular conclusion of the 
research project? 
No 
9a. Is the project being sponsored? yesD 
If yes, please state source of funds including contact name and address. 
9b. Is the project covercd by the sponsors insnrancc? YCSB 
If no, please confirm details of alternative cover (eg University cover). 
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10. Aims and objectives of project 
The overall aim of the research project is: 
To create and evaluate a design resource that can be used by dcsigners at the start of the design process, to 
gain a better understanding of the emotional and hedonic needs of their target market. 
The objectives are: 
I. To collect data concerning aspccts of products that give pleasure to the user. This data will be 
classified across a number of variables e.g. agc/gender. The data must be sufficient in volume to allow 
definitive statistical analysis. 
2. To develop the findings into a data rcsource/tool for designers that can be used at an early stage in the 
design process to guide, inform and inspire concept generation, as well as providing feedback during the 
design process. 
3. To undcrstand designer requiremcnts of such a resource to produce a 'designer friendly' tool that is 
intuitive and pleasurable for designers to use through using a user-centred approach. 
11. Brief outline of project 
The project involves the development of a design resource that can be used by designers at the 
start of the design process, to gain a better understanding of the emotional and hedonic needs 
of their target market. Part of this inVOlves the collection of data concerning consumers and the 
products that they like (which will form the content of the design resource). 
A) STUDY DESIGN 
The proposed study will involve approximately 100 interview sessions with consumers 
Concerning the products that they like. The participants will be selected through a snowball 
sampling technique; .initial participants assisting in contacting subsequent ones. The selection 
criterion is based around subjects showing an interest in design and products. 
B) MEASUREMENTS TO BE TAKEN 
Questionnaire concerning different aspects of participants lifestyle e.g. interests, hobbies. 
Personality test (Big five personality test to evaluate any perceived link between personality and 
consumer behaviour), 
Pleasurable products (interview based on discussion of participants favourite products) 
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12. Please indicate whether the proposed study: 
Involves taking bodily samples Yes 
Involves procedures which are physically invasive (including the collection of Yes 
body secretions by physically invasive methods) 
Is designed to be challenging (physically or psychologically in any way), or Yes 
involves procedures which are likely to cause physical, psychological, social or 
emotional distress to participants 
Involves intake of compounds additional to daily diet, or other dietary Yes 
manipulation / supplementation 
Involves pharmaceutical drugs (please refer to pUblished euidelines) Yes 
Involves testing new equipment Yes 
Involves procedures which may cause embarrassment to participants Yes 
Involves collection of personal and/or potentially sensitive data Yes 
Involves use of radiation (Please refcr to published guidelines. Investigators Yes 
should contact the University's Radiological Protection Officer before 
commencing any research which exposes participants to ionising radiation - e.g. 
x-rays) 
Involves use of hazardous materials (please refer to l)lIhlished ~Ilidelines) Yes 
Assists/alters the process of conception in any way Y CS 
Involves methods of contraception Yes 
Involves genetic engineering Yes 
If Yes - please give specific details of the procedures to be used and 
arrangements to deal with adverse effects. 
13. Participant Information 
Details of partiCipants (gender, age, special interests etc) 
No x 
No x 
No x 
No x 
f--
No x 
f--
No x 
f--
No x 
I--
No x 
I--
No x 
No x 
No x 
No x 
No x 
'--
The participants for the study will all be over the age of 18, with an even mix across both 
genders. There is no limit on the age of the participants, however they must be able to give their 
consent, and be keen to discuss the topic areas related to the study Le. products that they like. 
The researchers feel that exclusion of participants above the age of 65 is not within keeping of 
the inclusive design philosophy (all consumers deserve the right to have input into making 
products more useful, usable, and desirable). In addition to this, the ageing consumer is fast 
becoming the largest and most wealthy consumer group, and as a consequence, their views are 
of increasing importance to the design community. 
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Number of participants to be recruited: The approximate sample size is lOO 
How will participants be selected? Please outline inclusionlexclusion criteria to 
be used. 
The participants will be selected through a snowball sampling technique. 
The selection criterion is solely based upon participants showing an interest in design and 
consumer products. and a willingness to participate in the study. 
How will participants be recruited and approached? 
Participants will be recruited through a snowball sampling technique whereby initial contact is 
provided through friends/relatives/co-workers. It is later expected that advertising 
(local/regional) may be needed to recruit participants from a wider audience. 
Please state demand on participants' time. 
The interview sessions will last between 45 minutes to 1 hour. The time will vary dependant 
upon how much the participant has to say, and the number of products they own that they wish 
to talk about. 
14. Control Participants 
Will control participants be used? vesDNoG] 
If Y cs, please answer the following: 
Number of control participants to be recruited: 
How will control participants be selected? Please outline inclusionlexclusion 
criteria to be used. 
nla 
How will control participants be recruited and approached? 
nla 
Please state demand on control participants' time. 
nla 
15. Procedures for chaperoning and supervision of participants during the 
investigation 
All participants will have given consent before the interview session. They will be asked if they 
want anyone else in the room with them. Researchers of both genders will be present during 
the session. 
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16. Possible risks, discomforts and/or distress to participants 
None 
17. Details of any payments to be made to the participants 
18. Is written consent to be obtained from participants? 
If yes, please attach a copy of the consent form to be used. 
If no, please justify. 
nla 
yesQ 
19. Will any of the participants be from one of the following vulnerable groups? 
Children under 18 years of age Yes 
People over 65 years of age Yes 
People with mental illness Yes 
Prisoners/other detained persons Yes 
Other vulnerable groups Yes 
If you have selected yes to any of the above, please answer the following 
questions: 
No 
x No 
No 
No 
No 
a) what special arrangements have been made to deal with the issues of consent? 
N/a - see previous sections 
b) have investigators obtained necessary police registration/clearance? (please 
provide details or indicate the reasons why this is not applicable to your study) 
N/a - consent will be sought from individual participants. 
20. How will participants be informed of their right to withdraw from the study? 
This is clearly stated on the consent form that is given to all participants 
21. Will the investigation include the use of any of the following? 
x 
x 
x 
x 
Audio / video recording (delete as appropriate) 
Observation of participants 
yesQNoD 
yes[;] NoD 
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If yes to either, please provide detail of how the recording will be stored, when the 
recordings will be destroyed and how confidentiality of data will be ensured? 
Storage: the raw video footage will be kept on record as source material for several iterations of the design 
resource. The edited footage will be stored on DVD and in a locked cabinet. 
Destroyed: the footage will not be destroyed as the researchers believe there is historical 
value/benefit to be gained through archiving the data, as this will provide information on 
consumer behaviour that can be re-visited several years in the future. 
Confidentiality: the participants will have consented to the use of their data to develop a design resource, 
so are fully aware of the level of confidentiality that the material will have. However, there will be no 
way that any third party could link specific personal information to the individual. 
22. What steps will be taken to safeguard anonymity of 
participants/confidentiality of personal data? 
The participants will have consented to the use of their data to develop a design resource, so are fully 
aware of the level of confideotiality that the material will have. However, there will be no way that any 
third party could link specific personal information to the individual. 
23. What steps have been taken to ensure that the collection and storage of 
data complies with the Data Protection Act 1998? ·Please see University 
guidance on Data Collection and Storage and Compliance with the Data 
Protection Act. 
The collection and storage of the data does conform with the Data Protection Act (presuming consent by 
participants has been given). 
24. INSURANCE COVER: 
It is the responsibility of investigators to ensure that there is appropriate insurance 
cover for the procedureltechnique. 
The University maintains in force a Public Liability Policy, which indemnifies it against 
its legal liability for accidental injury to persons (other than its employees) and for 
accidental damage to the property of others. Any unavoidable injury or damage 
therefore falls outside the scope of the policy. 
Will any part of the investigation result in unavoidable injury or Yes D No I;l 
damage to participants or property? U 
If yes, please detail the alternative insurance cover arrangements and attach 
supporting documentation to this form. 
The University Insurance relates to claims arising out of all normal activities of the 
University, but Insurers require to be notified of anything of an unusual nature 
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Is the investigation classed HS normal activity? YesGJNoD 
If no, please check with the University Insurers that the policy will cover the 
activity. If the activity falls outside the scope of the policy, please detail 
alternative insurance cover arrangements and attach supporting documentation to 
this form. 
25. Declaration 
I have read the University's Code of Practice on Investigations on Human 
Participants and have completed this application. I confirm that the above named 
investigation complies with published codes of conduct, ethical principles and 
guidelines of professional bodies associated with my research discipline. 
I agree to provide the Ethical Advisory Committee with appropriate feedback 
upon completion of my investigation. 
Signature of applicant: .................................................................... 
Signature of Head of Department: .................................................................... 
Date 02 September 2004 . 
PLEASE ENSURE THAT YOU HAVE ATTACHED COPIES OF THE 
FOLLOWING DOCUMENTS TO YOUR SUBMISSION. 
• Participant Information Sheet 
• Informed Consent form 
• Health Screen Questionnaire 
• AdvertisementlRecruitment material * 
• Evidence of consent from other Committees* 
'where relevant 
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Interviewee consent form 
Department of Design and 
Technology 
Loughborough University 
~ Loughborough 
. University 
I ........................................................................... (print 
name) 
consent to taking part in this interview session to provide my opinions on 
'pleasurable products'. 
An explanation of the nature and purpose of the interview has been given to 
me by the interviewer. I understand that I may withdraw from the 
interview at any time, and that I am under no obligation to give reasons for 
my withdrawal. 
I understand that any photographs taken and any information given about 
myself will be treated as strictly confidential by the interviewer. 
I agree to the interview session being audio-taped, photographed and/or 
video recorded and that what I say and do may be used for research or to 
compile a research thesis. 
Signed ................................................................... . 
Date: ..... .I ... ..!. .. 
For interviewer use: 
Interviewer name ..................................... . 
Interviewer signature ................................ . 
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Pleasurable product questionnaire 
Thank you very much for agreeing to take part in this survey concerning the 
'pleasurable characteristics of products '. The information that you give within this 
questionnaire will be considered strictly confidential, and not disclosed to any third 
party. The information will be used to complete a research thesis on the subject. 
The aim of the questionnaire is to investigate what characteristics within your chosen 
product provide pleasure to you. It is vital to this investigation that the chosen 
product(s) is not an ornament, such as a piece of SCUlpture, but is a product that you use 
and interact with. 
Thank you very much for your time. 
Shayal Chhibber 
Loughborough University 
Section 1. Personal details 
The aim of this section is to briefly obtain some background information on you. 
I No. I Question I Response I. Refl 
11 I Gender? I Male ............................... , .... I 
Female ................................ . 
/20-30 yrs .............................. 1 
40-50 yrs ............................. . 
60-70 yrs ............................. . 
13 I What is your occupation? 1 .. ····· .. ······ .. ····· .... ···· .. · .. ·······1 
.......................................... 
4 What is yonr ethnic origin? British.. ............................ .... ifi'Ll 
European ........................... '" 2';:: 
Asian .................................... 1--+::£i,i3:':":i!' 
African.............................. ... liJ/4,.i[i 
American.......................... .... Si 
Other. .............. :. . . . . . . . . . . . . . . . . .. );6 ,. 
5 What is yonr martial status? Single ................................... 1 
Married ................................. f 2.0 
Divorced ........... '" ................. 3 
Widowed ............................... 4 
6 Do you ha vc any children? yes ...................................... l' 
Ifno, proceed to Q.S. No ....................................... 2 
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I' 
8 Could you estimate the average 
yearly income of your household? 
9 Please tick your two favourite 
leisure activities? 
I What car do you currently drive? 
11 Regardless of cost, what ONE car 
that fits your lifestyle needs would 
you like to own? 
12 Regardless of cost, which TWO 
cars that fits your lifestyle needs 
would you like to own? If different 
to Qll proceed to Q13, else go to 
Q14. 
13 Why did you not choose the car 
you chose in Qll as one of the two 
in Q12. 
1 L.. ........ ·······11 cl 1 2 ......... m ......... m. .. 2; 
3........................................ 3," 
4+.......................................4" 
Up to £30.000 ........................ , 1 
Up to £60.000 ........................ 2 
Up to £90.000 ........................ !~3' 
Up to £120.000 ........................ ':'0'4' 
Over £120.000 ........................ 'fS it 
Rather not say ........................ 61I: 
Sport/exercise ......................... ~H 
DIY/Gardening ........................ 
'lf2 " 
Socialising with family .............. .'31;0' 
Socialising with friends .............. ~4Wi' 
Films/television ....................... le'5', 
Reading ............................... i6 
Hobbies e.g. model making ......... 7:.!, 
Other (specifv) ....................... )83j:' 
1· .. ·········· .... · .. ············ .. ·· .. ····1 
.......................................... 
1 ....................................... 
.......................................... 
.......................................... 
1. ........................................ 
.......................................... 
2 ......................................... 
.......................................... 
. 
.......................................... 
.......................................... 
. ......................................... 
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14 Could you rank the following Performance ............................ I< ·.i{"1 
reasons (with most important Status .................................... 1,\.iF 
first) as to your first choice of car Comfort ................................. .. . .lh. 
in Q.12 Overall aestheticsflooks ............... . "if. . 
Safety features ......................... I;; .z. 
Other .................................... 'f 
15 Could you rank the following Performance ............................ If;'; '. 
reasons (with most important Status .................................... ··.·ff 
first) as to your second choice of Comfort ................................. I "'$:!;." 
car in Q.12 Overall aestheticsllooks ............... [2: f, •• 
Safety features ......................... .. ;', 
Other. ................................... If·;,· .. · 
The next section consists of a scale. Could you please indicate to me where on the scale 
you feel your personality would be.· 
The scales describe a differelll personality trait with the opposite trait at the end, 
indicate what trait you think you display by choosing the relevant number along the 
scale, as shown in the example below. 
No. Trait Very Sli2htly Neutral Slh!htly Very Trait 
1 Happy 1 \....2) 3 4 5 Sad 
No. Trait Very Slightly Neutral SIi~htly Very Trait 
16 Introvert 1 2 3 4 5 Extrovert 
The aim of the next section is to assess your views as to the 'pleasurable 
characteristics' o/your chosen product. Once again, it is vital that your chosen 
product is a product that you use and interact with, as opposed to a piece of artwork, or 
sculpture. 
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Section 2. Pleasurable product 
UP TO THREE COPIES OF THIS PAGE PROVIDED FOR INTERVIEW 
11 1 What is the product? 
2 Is the product a gift from 
someone? 
3 Approximately how much did it 
cost when first bought? 
4 Approximately how much did it 
cost now? 
5 How long have you owned the 
product? 
6 How often do you use the 
product? 
If rarely, proceed to Q.7 
7 Why do you use the product very 
rarely? 
1 .. · .. · .. · ...... ···· .... ·· ...... ········· .. 1 
.......................................... 
.......................................... 
yes ...................................... 
No ....................................... 
.......................................... 
.......................................... 
Less than 1 yr ......................... 
1-2 yrs .................................. 
2-3 yrs ................................. 
3-4 yrs ................................... 
4-5 yrs .................................. 
5 vrs ................................. 
Every day .............................. 
Every other day ....................... 
Once a week .......................... 
Fortnightly ............................. 
Monthly ............................... 
Very rarely ........................... 
.......................................... 
.......................................... 
Lif 
~2·· .. 
~I 
20.; 
,3], 
'04·· 
5> 
I " 6f.~ 
ff 
1··2.· .. 
1.3£3.~ 
14 
5 
6 
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In the following two questions, please select the statement that best describes the way 
you feel about the products that give you pleasure. 
8 Functionality 0.'2 
A I like products that have exact the exact functionality I know I will use "q .. 
B I like products that have exactly the functionality I know I will use, plus 1:'2 , 
some functions that I am interested to explore, and evaluate whether 
they will be useful 
C I like products that have more functionality than I will probably use I 3'") 
D I like products that have the maximum available functionality, despite J 4+?2 
the fact that I will not use many of them 
--
. 
9 Usability ,,' 
A I like products that are simple and easy to use first time; everyone "1.": 
should be able to use them 
B I like products that arc challenging to learn, but once learnt are easy to '27' 
use 
C I like products which continue to challenge me even when I have owned i ¥ii3;'i 
them for a long period of time e.g. a computer game with varying levels 
of difficulty 
D I like products with 'secrets' and hidden features ·.4 
--
In the following questions, please select the statements that best describe the way you 
feel about the products that give you pleasure. Choose more than one if a combination 
best describes your feelings. 
10 Physio-plcasurc . . 
A Colours are vcry important in my choice of product 1 
B I really like to 'touch' and 'feel' products when I interact with them 2 
C The 'right' sound is very important to me e.g. the 'clunk' of a car door 3·.·· 
D I like products that use materials in an unusual way .#. 
E I am interested in the shape and form of the products I use .c5;. 
11 Socio-pleasure 
. '.' 
A I like products that demonstrate I have a discerning taste to other people <l~ 
B I like products that demonstrate to other people I am successful I' 2' I' , 
C I like products that \ell people something about me e.g. sports watch, ethnic clothing 3 
D I like products that are a talking point amongst my friends 4 
E I like products that arc a talking point amongst any group of people 5 
F I like products that allow me to socialise e.g. picnic hamper 6. 
G I like products that fit into any social context e.g. dress up or dress down 7 
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12 Psycho-pleasure \ ... 
A I like products that express my personality ], 
B I like products that allow me to complete tasks easily, therefore making 27L' 
me feel confident 
C I like products that operate in a meaningful way to me e.g. desktop 1 3 
metaphor on a computer 
--
13 Ideo-pleasure 1';~4 
A I like products that represent an ideology that I believe in e.g. eco- I."'.] 
friendly, fair trade, minimalism, decadence, region 
Thank you very m~lch for your time in taking part in this survey. Once again, let me 
assure you that all of the information that you have given will be treated with the 
strictest of confidence and not disclosed to any third party. 
Thank you for your time 
Shayal Chhibber 
Loughborough University 
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~ ... EI L01;1ghbprough "ji~1r UmVerSI ty 
Dear Sir/Madam 
Thank you very much for agreeing to take part in this survey to assess your views on 
the products that you buy. This survey forms part of a wider body of research into the 
'pleasure' aspects of consumer products. The questionnaire focuses on you and 
attitudes to the products that you buy, in particular, what aspects of products give you 
pleasure. 
The information that you give within this questionnaire will be considered strictly 
confidential and not disclosed to any third party. It will only be used in the 
development of an information resource for deSigners, and to complete a research 
thesis onthe subject. 
Thank you very much for your time, 
Shayal Chhibber 
Research Student 
Design ErgonomiCS Group 
Department of Design and Technology 
Loughborough University 
The questionnaire is laid out as in the example below, where the response to the 
question is marked as female, Please do not mark in the grey boxes, these are 
intended for use by the researchers. 
I No. I Question I Response IxlRefj 
1 IGender 1 Male 
I Female 1 x 1251 
I understand that any information that I give during this survey will 
be treated as strictly confidential, and only used to develop a 
resource for designers and for the completion of a research thesis. 
........................................................................ Date: 1 104 
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Section one: about you 
The following questions will give us information about you and your lifestyle. 
I No. I Question Response I x IRef I 
1 I Gender I ~ I 
I 2 / Age 18-25 years Ii/l, 
26-3Syears l'h2=-
36-45 years /)73; 
46-5Syears ;4 
56+ years iz,S'Y 
I 3 / Ethnicity White (British Irish White other) 1 
Black/Black British (Caribbean, 1;2 
African, Black other) .. ' 
Asian/ Asian British (Indian, 1 3; 
Pakistani, Bangladeshi, Chinese, 17~ Asian other) 
Mixed parentaqe 1;;4 '. 
Other 15 
' 
............................... , ...................... 
Would rather not say 6--,-
4 What is your estimated total Up to £30,000 '1 
household income per year? . Up to £60 000 ;2 
Up to £90,000 ',3 
Up to £120 000 ',4 
Over £120,000 5 
Would rather not say 6 
5 Who else lives in your A Partner 1 
home? B Children 12 
C Grandparents 3 
D Other 1°;4; 
........ ' ..........................................• 
6 What is the location of your Rural 1 
home? Urban 1';,2 
Suburban 3 
Other 4 
.................................................... 
/ 7 I Are you registered as disabled? Yes (proceed to Q. 8) 1 
No (proceed to Q. 9 2 
Would rather not say 3 
(proceed to g. g) 
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8 I What disability do you have? I ........................................... : ...................... !"."."... I 
................................................................. 
................................................................. 
Section two: pleasurable products 
This section aims to gain a better understanding of your attitudes towards the differen 
attributes of products that you like. 
9. Product functionality - please select one statement from the list below that best 
represents your attitude to the functionality of the products that you like. 
A I like products that have exactly the functionality I know I will use \1 
B I like products that have exactly the functionality I know I will use, plus [2 
some other functions that I am interested to explore and evaluate 
whether they will be useful 
C I like products that have more functionality than I will probably use \3 
D I like products that have the maximum available functionality, despite the \+ 
fact that I will not use many of these functions 
10. Product usability - please select one statement from the list below that best 
represents your attitude to the usability of the products that you like. 
A I like products that are simple and easy to use first time 1 
B I like products that are challenging to learn, but once learnt they are easy 2 
to use 
C I like products that are challenging to use even after I have owned them 3 
for a while e.g. a computer game with increasingly more challenging 
levels 
D r like products tllat have 'secrets' and hidden features that r have to 4·" 
discover over time, whilst learning to use the product 
The following four questions relate to different aspects of products that may give you 
pleasure. 
11. Physio-pleasure - these are pleasures derived from the sensory organs, such as 
touch and smell. Please select any of the statements that you agree with. 
A The colour(s) of~ product is important to me 1 
B The touch and feel of a product when I interact with it is important to me 2 
C The 'right' sound of a product in use is important to me e.g. the clunk of a 3 
car door 
D The way materials are used in a product is important to me \4 
E The shape and form of a Qroducts is iml20rtant to me .~ 
JGl 
12. Sodo-pleasure - these are pleasures gained from interaction with others. In 
relation to products, this may mean ones that are a talking pOint, or ones that facilitate 
social interaction. Please select any of the statements that you agree with. 
A I like products that demonstrate I have a discerning taste to other people 1 
B I like products that demonstrate to other people that I am successful 2 
C I like products that tell other people something about me e.g. sports 3 
watch, ethnic clothing 
D I like products that are a talking point amongst my friends and/or family 4 
E I like products that are a talkinq point amongst an)' gro~ of p_eoQle 5 
F I like products that allow me to socialise e.g. picnic hamper 6 
G I like products that can fit into any social context e.g. a wristwatch that 7 
can suit a formal or casual situation 
H I like products that are understated 8 
13. Psycho-pleasure - these are pleasures closely related to product usability, and is 
the feeling of satisfaction when a task is completed successfully. It also relates to 
psychological values of a product. Please select any of the statements that you 
agree with. 
A I like Ploducts that express an as!:,ect of m)' !:,ersonality 1 
B I like products that allow me to complete tasks easily -, 
C I like products that operate in a meaningful way to me e,g. desktop " 
_LC'-
metaphor on a computer 
D I like products that have some level of personal Significance to me e.g. gift ,1 
from a loved one 
14. Ideo-pleasure - this pleasure relates to the ideology that a product embodies, for 
example, being eco-friendly. Please select any of the statements that you agree 
with. 
A I like products that represent an ideology that I believe in e.g. eco- W I -
friendly, fair trade, ma_~rialism 
B The overall aesthetics (the overall look of a product, the combination of Wl-
form, textures, colour, etc. that combine to forrn the aesthetic) of a 
product are important to me 
C I like products b'L a particular brand _L 
D I like products b1'Jl..[larticular designer <1 
I Thank you very much for your time 
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Department of Design & Technology 
The Bridgeman Centre 
Loughborough University 
Loughborough 
Leicestershire 
LEll 3TU 
To whom it may concern, 
1 June 2004 
My name is Shayal Chhibber and I am studying for a PhD in the Departmr'nt of Industrial 
Design and Technology at Loughborough University. I am writing to ask ~e:l11ission to conduct 
a research survey in your area on .......... between .......... hrs and ........... hrs. 
The survey forms part of a Government funded resc·rh programme (funding from the Arts and 
Humanities Research Board) and is being conducted: ,y a research team based in the 
Department of Design and Technology at Loughboroll;Jll University (Department grant 
reference No.CD]]1). 
The survey concerns consumer attitudes to design and will take no longer than 5 minutes per 
participant. It will be carried out by experienced resec:c:I"crs and all participants will fill out a 
permission slip. The questionnaire complies with all Loughborough University Ethical 
guidelines. A sample of the questionnaire is enclosed for you to read through to ensure you are 
satisfied that it is not offensive in any way. 
The team is headed by Dr. Samantha Porter and Profc';sor Mark Porter, wh8 arc available on 
the contact details provided below should you wish to discuss this matter further. 
Thank you very much for your co-operation. 
Shayal Chhibber 
Contact details: 
Shayal Chhibber 
Department of Design and 
Technology 
Loughborough University 
Leicestershire 
LEll 3TU 
Direct Line: +44 (0)1509 
228313 
Email: 
S.Chhibber@lboro.ac.uk 
Dr C Samantha Porter 
Department of Desion "ilU 
Technology 
Loughborough LJniverc;,ty 
Leicestershire 
LEll 3TU 
Direct Line: +44 (0)1" ,,9 
222782 
Emai1: 
c.S.Porter@lboro.ac.,LI ~ 
Professor] i-lark Porter 
Department of Design and 
Technolc~y 
Loughbcroujh University 
Leicestersi lire 
LEll 3TU 
Direct Line: +44 (0)1509 
223026 
Email: 
]. M. Porter(c,):bo ro .ac. u k 
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The main objective of study three was to understand consumer attitudes towards 
pleasure across the sample population and to look for any effect in relation to 
consumer age and gender. However, further data were collected that could have 
been used to further classify the sample or assess the effect of other characteristics 
upon consumer pleasure. All of the classification criteria are shown in Tables A25.1 
to A25.5. 
Gender Number of Percentage 
__ ~ _______ p~a~rt~ic~irant~ ______ ~ __ __ 
Male 327 47.9 
Female 355 52.1 
Total 682 100 
Table A2S.1: Proportion of sOill;Jle by gender. 
Age Number of Percentage 
~articipants 
18-25 143 21 
26-35 133 19.5 
36-45 1 L\ -' 21 
46-55 131 19.1 
56+ 132 19.4 
Total G!l2 100 
Table A2S.2: Proportion er 5J:1 :"ic by age group. 
Ethnicity Number of Percentage 
---,---:-::-.,--:--::--c-:----:-:-.".-,:----:---,-- ____ (la rti ci ~a nts 
White (British, Irish, White other) 614 90 
Black/Black British (Caribbean, Afric~n, 
Black other) 
Asian/Asian British (Indian, Pakistani, 
Bangladeshi, Chinese, Asian other) 
Mixed parentage 
Other 
Would rather not say 
Total 
11 
26 
7 
23 
1 
682 
Table A2S.3: Proportion of sc:Jlnplc by ethnicity. 
1.7 
3.8 
1.0 
3.4 
0.1 
100 
366 
- , 
Household income Number of Percentage 
fJ a r.!ic i pants 
Up to £30,000 2~1 42.7 
Up to £60,000 193 28.3 
Up to £90,000 'c ," 6.6 
Up to £120,000 17 2.5 
Over £120,000 co 1.2 ,) 
Would rather not say 128 18.7 
Total 632 100 
Table A25.4: Proportion of ~'( :11:")1(; i-'Y household income. 
Disability NlJmbcr of Percentage 
pa rtic_i P_d nts 
Yes 2' , 3.5 
No 620 90.9 
Would rather not say ~" 5.6 
Total 682 100 
Table A25.4: Proportion ot SI:, I ,p:c by disability. 
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The following pages provide an overview of the RealPeople resource, including the 
instructions to load the programme and a guide to the basic functionality of the 
resource. 
Set-up 
After inserting the RealPeople DVD, explore the drive that it is in: 
Installing Real People 
Double click the Setup file and follow the instructions to install the programme on 
your computer. 
Once installation is complete, you can run the RealPeople database. Note that the 
DVDROM disc must always be inserted before starting the program and must be left 
in the drive while RealPeople is in use. Rather than transferring the entire database 
contents onto your computer, the installed programme refers back to the data on 
the DVD ROM. 
Uninstalling Real People 
Double Click the Install shortcut and select the drive where the application is 
installed, click 'Continue'. From the drop down menu select 'Uninstali' and then 
click the 'Uninstali' button. 
License agreement 
Below is a copy of the RealPeople license agreement; this automatically appears 
each time the programme is run. Selecting 'agree' to this will take you to the 
application home page. 
Real People User License 
This Licence for Customer Use of RealPeople, Loughborough University Software 
("Licence") is the agreement which governs use of the software of RealPeople, 
Loughborough University. By downloading, installing, copying, or otherwise using 
the SOFTWARE, you agree to be bound by the terms of this Licence. If you do not 
agree to the terms of this Licence, do not download, or use the SOFTWARE. 
You have the right to copy and/or print out information as pages contained on this 
DVD RealPeople, Loughborough University. The intellectual property, and all 
graphic, photographic, movie or audio samples are the property of Loughborough 
University. This product is protected by copyright laws and international treaty 
provisions. This agreement shall be deemed to have been made in, and shall be 
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construed pursuant to, the laws of the United Kingdom. You have no rights of use 
of information as images, video or audio for sale or distribution, or profiting in any 
way. The OVO RealPeople, Loughborough University or any part here of, may not 
be copied and supplied to another user, knowingly or otherwise. No Reverse 
Engineering. The customer may not reverse engineer, decompile, or disassemble 
the SOFTWARE, nor attempt in any other manner to obtain the source code. No 
Separation of Components. The SOFTWARE is licensed as a single product. Its 
component parts may not be separated for use on more than one computer, nor 
otherwise used separately from the other parts. No Rental. Customer may not rent 
or lease the SOFTWARE to someone else. Customer may install and use one copy of 
the RealPeople DVD, Loughborough University on a single computer. Licence of 
RealPeople OVD, Loughborough University may not be shared or used concurrently 
on different computers. Customer agrees that it will not ship, transfer or export this 
product into any country, or use the product in any manner, prohibited by the 
Government of the United Kingdom or any export laws, restrictions or regulations. 
To the maximum extent permitted bV applicable law, in no event shall 
Loughborough University or its suppliers be liable for any special, incidental, 
indirect, or consequential damages whatsoever (including, without limitation, 
damages for loss of business profits, business interruption, loss of business 
information, or any other pecuniary loss) arising out of the use of or inability to use 
this product, even if Loughborough University has been advised of the possibility of 
such damages. 
This agreement is the final, complete and exclusive agreement between the parties 
relating to the subject matter hereof, and supersedes a/l prior or contemporaneous 
understandings and agreements relating to such subject matter, whether oral or 
written. 
Getting started - basic features 
Once you have 'agreed' to the license agreement, you will be taken to the 
application homepage. This is the starting point from which different types of data 
can be accessed. It also provides a brief overview of the resource, the structure 
that has been used to develop it and the data types that are available. The home 
page is shown below . 
...... .,." ..... - ....... -,-.... -~" .... 
, .... ~"'" ..... ''''' .... -.-,- ...... -~.-..''--........ , .... -
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The two different data sets within RealPeople can be accessed from the links at the 
bottom right hand corner of the home page, you can either search the main 
database (qualitative data showing real consumers and the products that give them 
pleasure) or the trend data (quantitative trends that fit a survey population and 
show gender and age differences regarding pleasure). 
Trend data 
DI<I.,", .. T ... 
Th.d~." .......... '"""~ ••• " .. _ .. """." ..... _ •• ....,.''''''''''' ...... " ...... ~ .... " ... ~.U< ........ " ..... " ............ ,,, 
.. '"'~ JooJJ ,t ", .... _ .. " ' ...... , "'ro .. ~.UK. .. ""'"., .. , ,," .. coo ... , '"",,~.~c ... o; .. 'N_ .... m .... ,,_ ..... , ... ,," ~.",,, .. ~ • 
. """..., ........ , .. , 
~", .. ~, ... ~",,,.,, ",.",,,,,.,,,, "", .... ,,, ~~ .... '" ... , .. ~,,,,,. .. ,, ... "'''''''~''~'''"" -.-"' ... " ......... """' ...... " ~ 
... ,....". ...... ""'....,."' ... ""'.,."'_'"",..,.~"."""'" ... """"''''''~ ...... ~., ... ~~.,_''' .. '' ... ~''''''m 
.. ,.. •• "_~ ... ,, .... , ... ", ... , .. , "" .... ' ... "" ... ~"' ... M~. _b,,,,,,,,,, .. ,~ ..... N1_"''''' ..... lo_~"''',,,,'''''''~~ 
.., .... ~"",.~ ... "0."" .... ,..,. """ .. ~. ",," ._~"'''~~.d~ .. '''' ..... 
t c~~'.'P,~'''''",'':'M.1.J,a'"'.~,''''n·'I,l, AlI'~." l... .... 
Tho '",'" """"'''''''''''''''''' "'~"~''I''''''~'''''''~'"~''''''' 
I""'>J"'~~"_"""''' .,t."',, •••• ,,~, "'''''''''''''~'_''''',"""I''"'''' ...... 
. ........................... c: 
RealPeople trend data is split across three different trend groups, those that fit the 
survey population, those that show a gender effect and those that show an age 
effect. These trends are then furt~er sub-divided according to functionality, 
usability and each of the Four Pleasures. 
The trends are all significant to either p<O.OS or p<O.Ol at the appropriate degrees 
of freedom. Each trend statement is accompanied by a number of images. Each 
image corresponds to a product from the database of pleasurable products where 
the reason the product gave pleasure fitted the trend. Each image is a link that 
when selected leads to that consumer's profile page, allowing the designer to view 
the relevant video. In this way, broad statistically validated trends can be linked to 
actual video footage exemplars of that trend; promoting empathy. 
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Consumer Pleasure database 
The consumer database contains information about 100 consumers, with a broad 
range of ages and an even split across gender. Explained below are the basic 
functional activities that can be done in the database. 
Searching the database 
,,,.. Product 
~ ".11"" _ ..... uo .... ,- 11 -~ .~~ :Ht,MO.Ie •• OOO iI!II ,~ -, 
)0 •• "" ' ....... ~ ...... IIil -_ ...... :'4' 
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The main search page for the database of pleasurable products is shown above. 
The three major functional features are numbered. 
1) Search by consumer array 
People 
ti' 
~ 
1S.2Syrs 
26 ·35)1Nl 
36.45yr5 
46.55y ... 
56.S5y ... 
7'_ 
£00,000. £30,000 !Ill £ 
£31,000 ·£60,000 em ££ 
£61,000. £90,000 m £££ 
£91,000· £120,000 mJ fEEt 
£121,000 + /tt3 ££E££ 
This array allows the user to select different consumer characteristics to filter the 
database population. The user can select by gender, age, income and 
accommodation type or any combination of them, simply by clicking on the icon or 
text. 
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2) Search by product array 
Product 
Business Gardening :J 
Canl G'fts 
CommunlcaUons Hardw'an! 
Cookery Jewellery 
Cosmetics Kltchen 
Domestic Ladle' ..... ear 
Entertainment Menswear 
Furniture Sports .:J 
The search by product array allows the user to select consumers by the products 
that they chose as their most pleasurable. Clicking on the text filters the search. 
Selecting a product field e.g. cars, will lead to a list of the database cars, these can 
then be selected to further filter the search. 
Searching can be done using both arrays in conjunction e.g. females, 18-25, mobile 
phones. 
3) Removing or adding consumers in the population array 
The database population are shown by the 100 faces below the search arrays. 
These update in real time to show the consumers that match any particular search. 
Clicking on any of the faces takes you to that consumer's profile. 
~. ' J!", .' " 
However, during a search, a user may wish to add or remove specific individuals 
from the search results, perhaps before saving the results of creating a portfolio. 
Each face has a small icon to the bottom right corner, this has a '-' symbol for 
consumers who currently match the search criteria, clicking this symbol will remove 
them from the results. Those consumers that do not match the criteria have a '+' 
symbol in the bottom right corner, clicking this symbol will add these consumers to 
the sea rch resu Its. 
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- Search controls 
: g e 
me Search: Pro1 
~ .' '.~ 1£]1 
" " i; 
'., "; I~F.· . 1/.1 
ppm 
The search controls, cloc;kwise from top left are: 
'new search' - resets the search fields to conduct a new search 
'open recent search' - opens a list of the most resent searches 
'trend search' - a quick link to the trend database 
- Portfolio controls 
The portfolio allows the user to create and save different searches. The controls 
from left to right are: 
'open portfolio' - opens a dialogue box with the saved portfolios in, select one and 
open it. 
'save portfolio' - once a search has been conducted, the user can click this button 
and save the search with its own file name. They can then use the 'open portfolio' 
button to access that search at a later time. 
'delete portfolio' - this brings up the saved portfolio dialogue box, clicking on a file 
will delete that search from the portfolios. 
'clear portfolio' - once, a previous search has been opened, the user may want to 
amend it, clear portfolio allows them to reset the search and start again, but keeps 
the portfolio name, for ease of access back to the search later. 
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----------------------------------------
- Slideshow controls 
r:~IPf,'P '~r.'IB1Iil! I Slideshow '. 0 I 0 i 
~l'li~®O@ 00<11:> I 
The slideshow feature allows the user to create a rudimentary presentation that 
allows them to skip from one piece of relevant information directly to another one. 
Essentially, by adding pages from the database to the slides how, the application 
tracks and records each relevant page that the user wants it to recall later.' This 
can then be used to show colleagues or other stakeholders. This differs from 
simply reviewing a portfolio, as it allows the user to skip from a precise page in the 
database e.g. video data for one consumer, to another, e.g. lifestyle information of 
another consumer. 
The controls are, from left to right: 
'open slideshow' - opens a dialogue box with saved slideshows in. 
'save slideshow' - after adding 'slides' (pages within the database), clicking this 
button allows the user to save the slideshow with its own file name. 
'delete slideshow' - allows the user to delete a slideshow. 
'clear slideshow' - during the creation of a slideshow, this allows the designer to 
reset the show and start again. 
'+' - add slide - clicking on this button adds the current page of data (whatever is 
shown on screen) to the slideshow. 
'-' - delete slide - clicking this button removes a page that has been added to the 
show. 
'back and forward' arrows - these allow the designer to skip forward and back 
through the show during the presentation, or to review it themselves. Note the 
counter above that indicates what the current slide is and how many slides there 
are in the show. When the counter highlights red, it indicates that the current page 
is part of the slideshow. 
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- Quick profile bar 
When browsing an individual consumer's profile, the user can still access the other 
profiles that fitted the search results by the profile bar at the top of the browser. 
This bar shows all the other consumers who matched a search. The profile 
currently being viewed is highlighted in pink. 
- Play all control 
r.:::l': k:III' , 
The play all control plays all of a consumer's video clips in sequence, allowing the 
user to absorb the information in a more passive manner. When selected straight 
from a search, it will play all of the relevant consumers' video clips in sequence. 
Reviewing a profile 
When reviewing a profile, there are several pieces of data that can be accessedby 
the user; these are shown below: 
" 
0""0 :; " °m 
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1) Notes feature - a dialogue box that allows the user to make notes on a specific 
individual in the database. These remain with that consumer until they are deleted. 
2) Lifestyle information - clicking this button links to information about the 
consumer's lifestyle. 
3) Most pleasurable products - clicking this button links to the video clips of the 
consumer speaking about their three most pleasurable products; this page opens 
up as a default. 
4) Style choice data - clicking the button links to the style choice data for the 
consumer. 
5) Brand data - clicking the button links to the consumer's favourite brands. 
6) Personality profile - a brief personality profile for the consumer. 
7) Video clips - the video clips for the consumer, clicking the 'more' link to the side 
of each video links to more images of the product, a brief product history and a text 
summary of the interview. 
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Appendix twenty five 
Resource testing: phase one participant 
details 
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participant Gender Age Design background Years in 
number design 
1 F 24 Industrial Design degree. S 
3 years as a design researcher, 
specialising in CAD. 
2 F 25 Industrial Design degree. 6 
Design researcher, specialising in 
sustainable design. 
3 M 35 BA and MA in Design, worked as 11 excluding 
a model maker, and then spent degrees 
time in various design 
consultancies. 
Now works as a lecturer. 
4 F 30 Degree in design, and PhD in 11 
ecological design. 
Main interests in communication, 
ecodesign, innovation and 
creativity. 
5 M 31 Degree and PhD in design, works 10 
as a design researcher. 
Table A26.1: Phase one participant details. 
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Appendix twenty six 
Resource testing: phase two participant 
details 
380 
Participant Gender Age Design background Company Years in 
number design 
1 M 23 Degree in industrial Researcher, 5 
design. Loughborough 
Design researcher University 
focusing on CAD. 
2 M 31 Degree in industrial DCA, 9 
design. Warwickshire 
9 years in design 
consultancies, mainly 
working on medical 
and pharmaceutical 
products. 
3 M 31 Design degree. DCA, 8 
Predominantly a Warwickshire 
design researcher. 
4 F 33 Design degree and Ford, 10 
Masters in Dunton 
Ergonomics. 
Worked in design 
consultancies, and 
now a human factors 
specialist. 
5 M 60 Product design Ford, 38 
degree. Dunton 
Free lance automotive 
designer, then worked 
for Rover and now 
Ford. 
6 M 41 Automotive designer. Ford, 15 
Dunton 
7 M 25 Product designer. Ideo, 4 
London 
8 M 31 Industrial designer. Ideo, 9 
London 
9 M 31 Product designer. Ideo, 5 
Mainly a project London 
manager. 
Table A27.1: Phase two participant details. 
381 
Appendix twenty seven 
Resource testing: brief and testing procedure 
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Project overview 
RealPeople is a 3 year, AHRC (Arts and Humanities Research Council) research project aimed 
at developing a design resource to aid designers in meeting the 'pleasure' needs of different 
market segments. 
The design resource is a computer database that allows designers to specify different market 
segments, and then browse information about real consumers and what gives them pleasure in 
relation to products that they own. The aim of the database is to give designers a brief overview 
of the market segment that they are designing for from an emotional perspective. 
As well as general statistically validated data about each market segments attitudes towards 
'pleasure' in design, the designer is able to browse in depth information about a sample of users 
that fit the demographic they are targeting. This data set is intended to give the designer a 
greater sense of empathy with the target segment, as well as show real people discussing what 
factors in design give them pleasure. 
Testing procedure 
Thank you for agreeing to participate in an evaluation of the RealPeople resource. The 
evaluation should last no longer than 45 minutes. If at any point during the trial you wish to 
stop, you are free to do so, without giving any reason. The trial will take the following format: 
1. Brief introduction to the project. 
2. Introduction and demonstration of the RealPeople resource. 
3. 10 minute familiarisation time. 
4. Task analysis exercise. 
5. Further 10 minutes to experience the resource. 
6. Interview. 
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RealPeople Demonstration - phase one 
Functional features to show test subjects: 
1. Search page functionality 
2. Selecting a market segment 
3. Selecting a product segment 
4. Browsing individuals [explanation of each data type] 
5. Reviewing searches [removing people from a search] 
6. Playing all clips 
7. Creating and saving a portfolio 
8. Review of previous searches 
9. Making notes 
RealPeople Demonstration - phase two 
Functional features to show test subjects: 
1 . Search page functionality 
2. Selecting a market segment 
3. Selecting a product segment 
4. Browsing individuals [explanation of each data type] 
5. Reviewing searches [removing people from a search] 
6. Playing all clips 
7. Creating and saving a portfolio 
8. Review of previous searches 
9. Making notes 
10. Creating and reviewing a slideshow 
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Appendix twenty eight 
Resource testing: task analysis results 
385 
Phase one - Task Analysis Results 
The total task times for each task by the participants in phase one are shown in 
Table A29.1. 
Task Description Total task time (seconds) 
Pi P2 P3 P4 PS 
1 Search, view video, view 53.0 31.8 87.8 37.3 42.8 
lifestyle, make note, return 
to search, reset. 
2 Search, watch all 3 videos, 29.0 30.5 28.5 26.0 41.1 
view additional information 
about one product, return 
to search, reset. 
3 Search, view video, view 29.2 30.9 30.5 35.2 28.2 
additional information about 
, one product, view style 
choice, view brand choice, 
return to search, reset. 
4 Return to 'home', view 22.3 20.0 22.0 24.1 22.8 
results from a previous 
search, browse a consumer, 
delete the consumer from 
the results, return to 
search, reset. 
Time range 
(seconds) 
31.8 - 87.8 
26.0 - 41.1 
28.2 - 35.2 
20.0 - 24.1 
Table A29.1: Total task times for each participant in phase one (task time does not include time taken to 
view full videos). 
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Tables A29.2 to A29.5 show a more comprehensive break down of the task times 
for each task that was completed. 
Task 1 Description Total task time (seconds) 
P1 P2 P3 P4 P5 
1.1 Search for males, aged between 26-35, who earn 21.0 10.1 10.0 10.3 8.0 
between £31,000 and £60,000 
1.2 Browse any of the resultant people, view one video, 32.3 20.9 44.3' 11.4 16.4 
and information about that person's lifestyle 
1.3 Make a note on that person in the note dialogue 42.1 27.5 53.2 27.7 36.7 
box 
1.4 Return to the original search page, take note of 48.0 29.7 65.7 33.0 40.0 
how subjects that have notes associated with them 
are highlighted 
1.5 Reset the search 53.0 31.8 87.8 37.3 42.8 
Table A29.2: Phase one, Task 1, task analysis times for each task stage for each participant. 
• participant P3 could not find the link to 'lifestyle' data without guidance. 
Task 2 Description Total task time (seconds) 
P1 P2 P3 P4 P5 
2.1 Search for females, aged between 46-55 6.0 4.7 6.7 5.2 5.1 
2.2 Browse the resultant subject, watch all three videos 17.1 19.6' 16.9 14.4 20.1 
in a row 
2.3 Browse the 'more' data for one of the products 23.4 25.9 22.2 20.5 34.0 
2.4 Return to the original search 25.8 28.4 26.5 23.0 39.8 
2.5 Reset the sea rch 29.0 30.5 28.5 26.0 41.1 
Table A29.3: Phase one, Task 2, task analysis times for each task stage for each participant. 
a participant P2 had some difficulty in finding the 'play all videos' button. 
Task 3 Description Total task time (seconds) 
P1 P2 P3 P4 P5 
3.1 Search sports equipment, select the subject who 14.0 6.9 13.3 10.2 8.7 
chose an American Football helmet 
3.2 Watch the video for the American Football helmet 15.2 9.5 17.2 14.1 12.3 
3.3 Browse the 'more' data for the product 21.0 13.0 20.9 19.0 15.2 
3.4 View the style choice and brand choice for the 26.0 26.3 26.3 26.5 22.0 
subject 
3.5 Return to search and reset 29.2 30.9 30.5 35.2 28.2 
Table A29.4: Phase one, Task 3, task analysis times for each task stage for each participant. 
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Task 4 
4.1 
4.2 
4.3 
4.4 
Descri ptio n 
Return to 'home', note that the database lists the 
previous searches, select the first search that you 
did 
Browse a person who interests you 
You decide to remove the person you have just 
browsed from the search results 
Return to search and reset 
Total task time (seconds) 
P1 P2 P3 P4 PS 
6.0 7.8 2,9 12.0 7.8 
10.1 10.1 12.7 15.5 11.9 
19.3 15.8 17.2 20.1 17.1 
22.3 20.0 22,0 24.1 22.S 
Table A29.5: Phase one, Task 4, task analysis times for each task stage for each participant. 
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Phase two - Task Analysis results 
The total task times for each task by the participants in phase two are shown in 
Table A29.6. 
Task Description Total task time (seconds) 
Pi P2 P3 P4 P5 P6 P7 PS P9 
Time 
range 
(sec) 
1 Search, view 32.7 37.6 46.4 39.1 59.5 29.3 34.0 33.5 16.4 16.4-59.5 
video, view more 
product 
information, view 
lifestyle 
information, 
return to search 
results and 
reset. 
2 Search via 27.1 31.4 27.0 37.5 66.0 31.0 30.6 21.5 34.S 21.5-66.0 
product type, 
browse a 
consumer's 
brands and style 
choice, make 
some notes, 
return to search 
and reset. 
3 Search, remove 36.5 31.3 42.3 40.4 30.8 41.2 44.1 53.4 43.8 30.8-53.4 
a consumer from 
the results, save 
the results as a 
portfolio, return 
to search and 
reset, open up 
the portfolio you 
have created. 
4 Search, create a 37.9 53.6 3S.5 34.4 102 31.0 33.7 49.4 34.0 31.0-102.0 
slideshow and 
save it, return to 
search and reset, 
open the 
slides how you 
created and 
view. 
Table A29.6: Total task times for each participant in phase two (task time does not include time taken to 
view full videos). 
Tables A29.7 to A29.10 show a more comprehensive break down of the task times 
for each task that was completed. 
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Task one: You are designing a product for young males. 
Task Description Total task time (seconds) 
1 Pl P2 P3 P4 PS P6 P7 P8 pg 
1.1 Select males, aged 2.7 4.0 9.6 5.0 13.7 6.1 5.1 5.3 1.7 
18-25 
1.2 Browse any subject 13.8 14.6 21.3 15.8 33.5 13.5 9.6 15.7 4.6 
and view a video clip 
of a product they 
love 
1.3 Look at the 'more' 18,4 25.2 26.1 19.9 34.8 17.6 14.8' 23.0 5.5 
data for the product 
that you have just 
viewed 
1,4 Look at the 23.2 32.2 38.0' 28.8 59.5 24.1 19.9 28.6 12.4 
information about 
that person's lifestyle 
1.5 Return to the original 32.7 37.6 46.4 39.1 59.5 29.3 34.0 33.5 16.4 
search page, and 
reset the sea rch 
Table A29.7: Phase two, Task 1, task analysis times for each task stage for each participant. 
a participant P3 had difficulty in finding the link to 'lifestyle' data. 
b participant P7 had difficulty in finding the link to 'more' product data. 
Task two: You are designing a wearable product and want to know ore about 
peoples' attitudes towards jewellery. 
Task Description Total task time (seconds) 
2 Pl P2 P3 P4 PS P6 P7 P8 P9 
2.1 Search for jewellery, 5.8 6.7 4.7 9.9 24.6 6.4 5.4 7.6 11.0 
select the Aqua Star 
wristwatch 
2.2 Select the person 10.6 10.5 10.3 15.4 29.5 8.0 12.6 9.5 17.1 
who owns the watch 
and view the video 
2.3 Browse the data 16.1 19.9 16.7 21.4 44.7 17.3 17.2 13.8 24.0 
about the owner's 
favourite brands, and 
style choice products 
2.4 Make some notes in 20.5 25.9 22.0 27.8 62.0 28.5 21.7 18.2 29.3 
the dialogue box 
2.5 Return to the original 27.1 31.4 27.0 37.5 66.0 31.0 30.6 21.5 34.S 
search, note how the 
picture displays an 
icon showing that 
you have made notes 
for that subject 
Table A29.8: Phase two, Task 2, task analysis times for each task stage for each participant. 
390 
Task three: You want to save the results of a search as a portfolio in order to show 
it to people later on, or to perhaps work on it another time. 
Task Description Total task time (seconds) 
3 Pl P2 P3 P4 P5 P6 P7 PS P9 
3.1 Search for females, 11.1 3.0 9.S 10.9 16.1 11.2 12.7 S.2 11.0 
ages 26-35 and 36-
45, who earn 
between £0 and 
£30,000 
3.2 Delete the first 14.3 6.9 20.S 15.6 20.1 14.7 16.2 12.2 15.6 
person from the 
results 
3.3 You decide to save 25.4 15.6 27.0 26.0 25.2 26.3 31.0 34.5 26.2 
the results as a 
portfolio. Save the 
results as a portfolio 
3.4 Return to search and 26.6 21.3 35.3 32.1 29.0 29.7 35.4 43.6 30.1 
reset 
3.5 Open up the 36.5 31.3 42_3 40.4 30.8 41.2 44.1 53.4 43.8 
portfolios dialogue 
box, and select the 
portfolio you created. 
The previous search 
results will be 
displayed and you 
can continue working 
on it 
Table A29.9: Phase two, Task 3, task analysis times for each task stage for each participant. 
Task four: You want to create a quick slideshow that will present information to 
some colleagues. 
Task Description Total task time (seconds) 
4 P1 P2 P3 P4 P5 P6 P7 PS P9 
4.1 Search for males, 5.6 4.4 6.7 4.9 13.2 6.3 6.4 5.1 4.0 
aged 26-35 
4.2 Create a slides how of 29.7 34.S 30.1 21.1 52.5 15.2 22.6 21.6 24.2 
one person including 
their style choice and 
brand choice, and 
whatever pages you 
feel are appropriate; 
then save the show 
4.3 Return to search and 32.3 41.6 33.4 26.1 7S.4 29.0 30.6 30.S 29.5 
reset 
4.4 Open the saved 37.9 53.6 38.5 34.4 102 31.0 33.7 49.4 34.0 
slideshow and review 
Table A29.10: Phase two, Task 4, task analysis times for each task stage for each participant. 
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Appendix twenty nine 
Resource testing: interview structure 
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RealPeople evaluation 
Visual appeal of database 
What do you think of the aesthetics of RealPeople? 
What do you think of the layout and visual impact? 
What do you think about the colours that are used in the resource? 
What do you think of the font and legibility of text? 
What do you think of the quality of still images? 
Can you comment on the icon 'guess-ability'? 
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Validity and usability of different resource features 
Can you comment on the usability (ease of use) of the resource? 
Is the layout and structure of the resource logical? 
Is the layout and structure easy to learn? 
Are there any aspects of the functionality that do not make sense? 
Is there any functionality that is missing? 
Can you comment on the aspects that you think work well? 
Can you comment on the aspects that do not work well? 
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Is the speed of the resource acceptable? 
Quality of each 'package' of information e.g. quality of video data 
Can you comment on the quality of each of the different sets of data? 
video data 
about me 
style choice 
brand choice 
personality assessment 
statistical data 
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Usefulness to the design process 
Do you think that the resource is of value to the design process? 
Do you feel that it is suited to use at all stages of the design process? 
What aspects of the resource do you feel provide the most insight into the market 
segments? 
What information is not in the resource that you feel may be useful? 
Do you think that the resource promotes empathy with consumers? 
Thank you very much for your time 
Shayal Chhibber 
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